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the choice of fine craftsmen 
everywhere! 





For many years FRANKLIN Liguip HipE GLUE has 
been recognized for its outstanding quality as a 
general woodworking glue because it so completely 
meets the most exacting demands of industrial arts 
schools, homecraftsmen, cabinet and repair shops, 
and the many others who require an absolutely 
dependable adhesive when working with wood. It is 
a genuine hide glue of finest quality—the strongest 
of all adhesives in liquid, ready-to-use form. Avail- 


able in all popular sizes. 





A GENERAL PURPOSE GLUE 
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EVERTITE is a clean white ready-to-use glue for the 
entire household, carpenter, or homecraftsman, For 
wood, paper, cloth, leather, mounting photos, many 
plastics, and porous materials EvertiteE GLUE makes 


a durable bond. Sets fast, dries clear. For general 
woodworking or furniture repairs it makes a joint 
stronger than the wood itself. (Sets in 30 minutes). 
Comes in all popular sizes. 
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READY To U 
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THE ONLY WHITE GLUE THE NEW PLASTIC 

IN CANS APPLICATOR 133 W. CHESTNUT ST., COLUMBUS 15, OHIO 
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Capadapter metal fittings. Get the durability and perfect fit that are’ 
possible only with metal. Available in brass or hot -dipped*galvanized, 
steel. Avoid costly fitting failures due to slipping, cracking, or leaking. 
Capadapters have wide, flat clamping surfaces and four sharp, deep) 
serrations to hold plastic pipe. This wide, flat clamping surface permits, 
plastic pipe to be compressed to a diameter smaller than diameter, 
of the serrations ... making a connection that cannot slip. 


*inside and outside 
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metal fittings for plastic pipe 








WELL SEAL ELBOW —A one-piece MALE THREAD ADAPTER — Made INSERT COUPLING —Has smooth 


free flow pattern that goes through the in sizes 2" through 2”. Brass or hot- clamping surface on both ends. Carefully 


well seal. Supplied with male pipe thread dipped galvanized. machined ...close tolerance. Sizes '/2” 
on one end or serrations on both ends through 2”. Brass or hot-dipped gal- 


as illustrated. Sizes %" through 112”. vanized. 
9g 


FEMALE VENTURI —Furnished in MALE. VENTURI — Available in 6”, 


8”, 10” and 12” overall lengths; diam- FEMALE THREAD ADAPTER — Fur- 
nished in sizes 2” through 2”. Brass or 
hot-dipped galvanized. 


brass only in 8”, 10” and 12” overall 
lengths. Available in 1”, 14" and 112” eters, 1”, 1%," and 11/2”. Brass or hot- 
diameters. dipped galvanized. 


Give maximum permanence to your plastic pipe installations by using) ; 





SOLD ONLY THROUGH 
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: MFG. & SUPPLY CO. 


hour. COLUMBUS, OHIO 
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R — Fur- 
Brass or e KwiksET “400” line, the world’s leading lock- with all its newness, the KwiksET aluminum “400” 
et line, is now produced in versatile rust and stain line keeps the same sleek styling and time-proven 
proof aluminum. action that distinguish the 20,000,000 locksets 


This means greater volume for Kwikset dealers placed in guaranteed service since 1946. 


..new variety for progressive home builders... See it and show it today ... stock it and sell it with 
lelightful new beauty for proud home owners. And pride and profit! UNCONDITIONALLY GUARANTEED. 





o 
The Quality Lock For Quantity Building 
co. || W/ASE. 


KWIKSET SALES AND SERVICE COMPANY, ANAHEIM, CALIFORNIA 
(@) LOCKSETS 
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Read what Mr. O. W. Ahl, President c. C. 


of Hibbard, Spencer, Bartlett & Company, 
says about meeting today’s challenge 

of increased competition in the 

hardware business .. . 
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a vital factor in stimulating business 18 


for our customers.” 
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Here is the new Villiage Blacksmith automatic garden displayer which - 
Mr. Ahi recommends. Ask your Village Blacksmith salesman for informa- 


tion or write to: The Village Blacksmith Co., Watertown, Wisconsin. . . . HARI 
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Sales-building Farm Chain 


@ Fill the everyday chain needs of your farm and suburban 
customers with the items illustrated here. Keep a few bags 
of each in prominent counter locations for the convenience 
of your trade. Doing so will stimulate your sales and profits. 

Your AMERICAN CHAIN wholesaler will give you prompt 
service on orders for these items—as well as many other 
ACCO quality products. Check your stock—send your order 


NO. 516 —today. 


UTILITY CHAIN 


, 





R 3-4 ss eS ac) 


® These tie-out or picket chains are made in 4 sizes— 
1, 1/0, 2/0, and 3/0. Two lengths—20 and 30 feet. Fur- 
nished with a swivel every 10 feet. Bright or zinc plated 
finish. Packed one chain in a strong cloth bag. 


ie 


NO. 201 
SWING CHAIN 





NO. 22 
SLIP HOOK 





STYLE NO. 120 © Grab hook on one end, slip hook on 
other end, and swivel in center when so ordered. Furnished 
self-colored, bright, or coppered. Made in sizes—\”, 
5/16”, 3%”, 7/16", 4”, and 54”. Lengths as desired. 





Ger this FREE «sf ~ 
“Fingertip Facts about Hardware Chains” / 


Contains useful information for all 
hardware people. Write today. 





# 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE 


York, Pa., Chicago, Denver, Detroit, Houston, Los Angeles, New York, 
Philadelphia, Pittsburgh, Portland, Ore., San Francisco, Bridgeport, Conn. 
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Just Among Ourselves 


Informal Editorial Comments 





















OUR A ee 


By W. A. Phair 
; The test of a man... 


It has often been said that the real test of a man is how he behaves when he 


; is under pressure. The same can be said for a business firm. The real test of 

7 the strength and integrity of a business is how it behaves when it is under 
r competitive pressures. 

I Today, many business firms are finding themselves under competitive pressures 


3 for the first time in many, many years; perhaps for the first time in their business 
F life. We have seen some very strange reactions to this pressure. 


This competitive pressure is beginning to separate the men from the boys. 


One of the first signs, and one of the surest signs, of the breakdown of the 
integrity of a business firm is when it begins to offer “special” confidential 
discounts beyond the normal discount. This holds true in any field of business 
—in retailing, in wholesaling and in publishing. 


Special, extra discounts are usually offered with the expectation that they 
will increase the volume of the firm making the offer. Sales may increase— 
for a short time. But eventually, competition sets in and others meet the cut 
| price and everything is right back where it started, except that everybody 
on is getting a lower return, if not actually losing money. 





We are in a period when dealers in all parts of the country are waging 
an all-out battle against the discount retailers; the discount houses. As part 
of this fight, dealers are endeavoring to discourage wholesalers from selling 
to discount houses (and we still lack a clear cut definition of a discount house). 
These dealers say that the established, legitimate retailer has provided the 
wholesaler with its business and its profits in the past and will continue to 
do so in the future. Therefore the wholesaler should sell only ‘the established, 
legitimate dealer. 


We are in full agreement with that policy. We have expressed that many times 
& on these pages, going back to the time when most people did not fully understand 
the threat the discount houses were to established retail outlets. 


But now we find that many dealers, while demanding the loyalty of wholesalers, 
are themselves buying large quantities of merchandise from discount wholesalers; 
wholesalers who sporadically offer an extra discount to pick up additional dealer 
business. 







It would seem reasonable that if a dealer expects wholesalers to sell only 
to established stores and not to discount houses, then a dealer should reciprocate 
and buy only from established, legitimate wholesalers and not from extra 

’ discount peddlers. This must work both ways, if it is to work at all. 








The established, legitimate wholesaler and retailer share the same basic 
problems of rising costs and reduced margins, The orthodox wholesaler needs the 
orthodox retailer; the established retailer needs the established wholesaler. 
They have a common interest in solving the problem of the discount peddler 
at both the wholesale and retail level. 
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A wholesaler who sells on the basis of giving you an extra five percent is a 
dangerous source of supply. A dealer may be very sure that if he is getting 
an extra discount, others are also getting it. In fact, others may be getting 
more. You will never know, with the discount wholesaler, when you are getting 
his lowest price. 


Discount selling is a cancerous growth. Once it gets started, it keeps expanding, 
malignantly. We all know what cancer can do to the human body, if it is not 
stopped in the early stages. Discount cancer can do the same to a business firm. 


If the retail hardware trade is to win this fight against the discount retailer, 
it will need the co-operation of everybody in the trade. If a dealer is going to 
demand the loyalty of a wholesaler, it would seem necessary that he also 
reciprocate in loyalty to the wholesaler. 


Quite aside from the moral considerations involved in secret discounts, there 
is also the legal question. Similar buyers, of a like class, buying comparable 
quantities, must, by law, be given the same prices. Private discounts as such 
are illegal. 


On the other hand, if the use of certain techniques in buying or selling 
make possible actual cost savings in a supplier’s operations, it is quite legal and 
proper to make available an additional discount due to this cost saving. However, 
this discount must be available to anyone who fulfills the requirements necessary 
to effect the cost saving. 


The secret extra discount wholesalers do not meet these requirements. 


Hardware stores and time sales... 


In recent issues, HARDWARE AGE has published a series of articles on install- 
ment selling by hardware dealers. This series was based on a study that indicated 
that the use of installment selling offered hardware stores many opportunities to 
expand in key lines. 


Hardware stores, as a group, have generally looked with favor on cash trans- 
actions. This is a good, clean, efficient way of doing business. Unfortunately, 
consumers, upon whom we all depend, have different ideas. They like to use credit. 
If we are to get our share of the consumers’ dollars, then we are going to have 
to make credit available. 


Support of this belief is found in a statement that recently appeared in a 
magazine that is read by appliance and radio dealers. In an article describing how 
some appliance dealers are attempting to sell power tools, the following statement 
; IF YOUF 
is made: 

“Sears, Roebuck & Co., reputed to do $50,000,000 a year in power tools, or 
25 percent of the total volume, has met no competition in this field from retailers 
who understand selling on installment. Hardware stores do not understand 
selling on time. The appearance of power tools in the appliance field is the first 
real experience the power tool industry has had in installment selling.” 


The italics in the statment are ours. While the remarks concerning hardware 
stores are somewhat exaggerated, it does indicate how appliance stores plan to 
sell power tools (and power lawn mowers). 


Why not re-read those articles in HARDWARE AGE on installment selling and 
make certain you do not lose business for lack of a credit plan. 
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e How can you increase your padlock sales? 


A Sell special padlock services. 


Chances are you’ve been overlooking one important source of 
padlock volume. You will be amazed at the market that exists 
right in your area for padlocks involving some special treatment. 


Special padlock services are an ILCO specialty . . . just tell your 
customers about them and you'll be in the padlock business as 


you’ve never been before. 


° KEYED ALIKE 


A number of different locks operated by 
the same keys of the same cut without 
extra cost of master keying. 


| MASTER KEYED 


Each lock of a large group having its in- 
dividual change key as well as a master key 
which will operate all locks in the system. 


5) CHAINS 


a KEYED IN WITH OTHER LOCKS 


ILCO padlocks can be keyed alike or 
master keyed with other ILCO cylinder 
locks. 


4) KEYING IN FIELD MADE EASY 


To facilitate keying alike and master key- 
ing by the dealer, ILCO padlocks are 
available completely assembled except for 
the rivets which are in place but not fixed. 


Most numbers in ILCO’s long padlock line are available 
with chain attached to case by clevis and pin. 


IF YOUR JOBBER DOES NOT HAVE COMPLETE INFORMATION ON SPECIAL PADLOCK SERVICES, WRITE DIRECT 
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ashington 
NEWS and VIEWS 


By Washington Bureau of 
HARDWARE AGE 


Eisenhower Directive Hampers 
Capital's Fair Trade Cause 


President Eisenhower, indirectly, has entered the 
Washington fair trade controversy—and it’s hurting 
backers of the legislation. 

The President, following the recent row between 
civilian army heads and Sen. McCarthy, issued an 
order prohibiting public disagreements between gov- 
ernment departments. 

Proponents of fair trade were counting heavily on 
backing from the Federal Trade Commission and the 
Commerce Department to offset opposition voiced by 
the Justice Department. But the “no squabbling” 
directive will prevent FTC and Commerce from sup- 
porting fair trade unless the Justice Department alters 
its earlier stand, 

Meanwhile, backers of the bill are concentrating 
their efforts in the House, where hearings on the bill 
will begin soon, in a desperate effort to get action 
before Congress adjourns. Chances for favorable 
legislation to initiate in the Senate now are not good 
because of opposition by a powerful minority. 


OUTLOOK—Backers of fair trade are pre- 


ra pared to start all over again, if as seems pos-, 


sible, their drive bogs down in this session 
of Congress 


Icc Expected to Rule on Small 
Truck Shipment Surcharges 


Hardware dealers and other retailers are awaiting 
an Interstate Commerce Commission decision on pro- 
tests of an extra surcharge levied by truckers for 
small shipments—a charge that is damaging many 
small merchants. 

Truckers two years ago added a $1.50 extra charge 
for shipments under 5,000 Ibs in the central territory 
—an area south of Chicago, west of Pittsburgh, and 
north of St. Louis. This extra charge has taken an 
estimated $70 million from shippers and dealers since 
is was put into effect. 


10 


Because most of the shipments hardware dealers 
receive weigh relatively little, the added charge is fre- 
quently imposed. Dealers who receive shipments from 
within their own states or from outside the central 
area do not have to pay the extra charge, which means 
competing merchants who do must absorb the added 
burden. 

The central issue is a test case. If the extra charge 
is permitted to remain in effect, truckers across the 
country will impose it. 


OUTLOOK—At a recent hearing, the ICC 
indicated it is unlikely to take any revenue 
away from truckers, but might consider sug- 
¥ gestions that the whole rate structure be re- 
inequities the surcharge 


vised to relieve 


creates. 


Building Rate Creates Bigger 
Hardware-Appliance Market 


Continually expanding markets for building sup- 
plies, hardware, home fix-up materials, and appliances 
are practically assured by the ever-expanding home 
building industry. 

Government officials now predict private and pub- 
lic expenditures for construction will climb to a new 
record high of $36 billion this year. Officials expect 
more than 1,000,000 homes, costing $12.2 billion, to 
be started in 1954. 

Other new business statistics reveal that hardware, 
lumber, and building materials dealers reduced goods 
in stock by $2 billion since last September. When in- 
ventory-sales ratios, considered good indicators of 
business health decline, it shows that dealers are doing 
better. 

At the same time, goods are piling up at manufac- 
turing plants, which means better prices should be 
available to retailers. 

OUTLOOK—Economists predict that the 
general business rise next fall will continue 
$ into 1955 and total hardware and lumber 
sales, now at a $9.6 billion annual rate, will 
rise by $300 million next year. 
(Continued on page 76) 


HARDWARE AGE, JULY 8, 1954 





are dealers 
arge is fre- 
ments from 
the central 
rhich means 

the added 


xtra charge 
across the 


g, the ICC 
ny revenue 
nsider sug- 
ture be re- 
surcharge 


ilding sup- 
appliances 
ding home 


2 and pub- 
») to a new 
ials expect 
billion, to 


hardware, 
uced goods 
When in- 
licators of 
s are doing 


t manufac- 
should be 


that the 
ll continue 
nd lumber 
rate, will 


“forged Iron hhavhmave by McKINNEY 


a heritage from the past recreated in the 


—~ 


finest craftsmanship of the present 


A complete line of matching hardware for the home in eight 
different period patterns — faithful reproductions of authen- 
tic historic designs in three finishes — Dull Black, Swedish 
(relieved) Iron and Olde Copper. 


McKINNEY 


Quality Hinges Since 1865 


McKINNEY MANUFACTURING COMPANY 
1715 Liverpool Street, Pittsburgh 33, Pa. 





LATEST 


Electric Hand Saw 
Homemaster saw, Model 125, is 
a 6-in. electric hand model selling 
for $49.50. A $5 trade-in is al- 
lowed on any old hand saw during 
introductory period. Features in- 
clude kickproof clutch, two  pre- 
cision ball bearings on jack-shaft 
and armature, center-balanced loop 
handle with gun grip and trigger 
switch, and a fan to keep motor 


cool and blow away sawdust. High 
speed 8-amp.-motor drives saw at 
3300 rpm. Cuts 2-in. dressed lum- 
ber. Weighing 8 lb., saw measures 
7%x754x8'4 in. Standard equip- 
ment includes a 6-in. all-purpose 
combination blade with %-in. 
round hole, 10-ft. electric cord, 
wrench, and large tube of special 
lubricant. Porter-Cable Machine 
Co. 


For more data circle No. 1 on postcard, p. 85 


Outboard Motors 

New line of Jet Age outboard 
motors contains four different mod- 
els ranging in price from $94.50- 
$114.50. Promotion package in- 


12 


cluding a complete merchandising 
kit, local newspaper advertising 
and four-color, 24-sheet outboard 
billboards is offered to dealers. 
Clinton Machine Co. 


For more data circle No. 2 on postcard, p. 85 


16-Cup Carafe 


A 16-cup size has been added to 
line of Golden Touch carafes which 
also come in 8- and 12-cup sizes. 
Carafes have anodized gold neck- 
band and black plastic accessories. 


Retail prices, complete with in- 
sulating table mats are $4.95, $4.45 
and $3.95 for the 16-cup, 12-cup 
and 8-cup, respectively. Silex Co. 


For more data circle No, 3 on postcard, p. 85 


INFORMATION ON NEW PRODUCTS AND SERVICES 


Perforated Board Fixtures 


This new K-1 Merchandiser is a 
self service unit for displaying and 
stocking new line of more than 125 
different perforated board fixtures, 
for the do-it-yourself trade. Unit 
is of steel, lithographed in two 
colors. It measures 24x20x40 in. 
and is included at no extra cost in 
package deal which consists of 
stock of nine most popular fixtures, 


four sizes of perforated board, 
four kits of assorted fixtures, and 
a supply of literature. Board and 
fixtures can be used in closets, 
kitchens, workshop, garage, etc. 
Lists at $115.65; dealer cost is 
$76.68. Turnbuckles, Inc. 


For more data circle No. 4 on postcard, p. 85 


Gyro-Vise 

Gyro-Vise No. 724% is said to 
work equally well in any upright or 
on-its-side position. It rotates in a 
full circle and locks automatically 
when its jaws are tightened. Jaws 
are 2'% in. wide and 414 in. deep. 
Maximum jaw opening is 5 in. Will 
hold paper-thin objects securely 


HARDWARE AGE, JULY 8, 1954 





without | 
10% in.; 
tion sho 
side fron 
bian Vis 


For more d 


Plastic 

All-Pu 
in 10 in. | 
6 in. dian 
of Styro 
red, yello 
for stora 
mixing | 
mately 3: 
for 6 in. | 


For more di 


HARDWA 


Want more information on these 
products? Then use free post 
card on page 8). 


in hardware merchandise... 


FOR THE HARDWARE DEALER 


TO HELP YOU 


SELL 


Fixtures New Velocipedes Design 

tise in Improved design of velocipedes | ITEC ICN ware 
tin a gives them a low, streamlined ap- AND OTHER DEALER 

| pearance, but still maintains the ea Ke we LPS 

i fixtures, same wheel base. Other improve- 

de. Unit ments are a larger platform and 

J age tubing design which permit easier 

0x40 in. mounting and allows more pas- . 

ra cost in culner yee on reer sletherm, | SOeeer Merchandiser 
nsists of Comes in three models: Golden Merchandising assortment con- 


r fixtures, 


without marring. Overall height is 
1014 in.; weight js 16 lb. Illustra- 
tion shows vise operating on its 


side from a standard base. Colwn- 


bian Vise & Mfg. Co. 


For more data circle No. 5 on postcard, p. 85 


Plastic Bowls 

All-Purpose plastic bowls come 
in 10 in. diameter by 4 in. deep and 
6 in. diameter by 23% in. deep. Made 
of Styron, bowls are available in 


Arrow (illustrated), Flying Arrow 


sists of the No. 44 and No. 88 orbi- 
tal sanders and 14 in. all-purpose 
drill, fitted with its polishing bon- 
net. Four-color display comes free 


red, yellow and green. Can be used and Fire Arrow. Retail prices 
d board, for storage in refrigerator or as are approximately from $4.95 for 
ures, and mixing bowl. Retails at approxi- standard models to $39.95 for de- 
oard and mately 39¢ for 10 in. model; 10¢ luxe models. O. W. Siebert Co. with purchase of the three portable 
| closets, for 6 in. model. Federal Tool Corp. For more data circle No. 7 on posteard, p. 85 electric tools. Display measures 
age, etc. For more data circle No. 6 on postcard, p. 85 22x22x10 in. and requires less than 


cost is 


steard, p. 85 


said to 


Pressure Fuel Appliances 


Featured in the K-Fuel line of 
self-pressurizing L-P outdoor ap- 
pliances, the KampLite lantern 
(illustrated) is easy to operate; 
instant-lighting and requires no 


2 sq. ft. of counter space. Black & 
Decker Mfg. Co. 


For more data circle No. 8 on postcard, p. 85 


Padlock Display 


Free, permanent display is a self 


pright * pumping or priming. Burns at any dispensing padlock merchandiser. 
anes wine angle; is safe, s.ormproof and For $9.70 dealer gets 24 cast brass 
matically windproof. Gives 8-10 hours of con- locks with rust-resisting chrome 
a6. Jaws tinuous light on one cartridge of plated shackles, which list for 
bap deep. K-Fuel. Retails for approximately $17.72. Assortment includes four 
5 in. Will $12.95. Other appliances in the super dise tumbler locks free, which 


securely 
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$22 


<5: 
HARDWARE 
STORE 
SALES 


0" (Unadjusted) 


$200 


(in millions) 


THe 


$195 


Source: TU. S. Dept. of Commerce 


Business Prospects 
Better; Fair Trade 
Scores A Victory 

Optimism over retail sales for 
the balance of the year is gaining 
as early reports of June sales be- 
gin to come out. 

While May was somewhat disap- 
pointing to hardware dealers gen- 
erally, preliminary June figures in- 
dicate that in some areas a definite 
improvement occurred at mid-year. 

Over-cautious buying of some 
seasonal lines is reported to have 
lead to temporary shortages in 
some areas, particularly in the 
Mid-West. 

Continued 
business are based on the fact that 
consumer incomes, after taxes, are 
higher; the switch from govern- 
ment to private spending; the 
availability of money for lending, 
the stability of prices in general, 
and an improvement in inventory 
conditions. 

On the fair trade front, another 
victory has been chalked up. The 
Delaware Supreme Court has up- 
held the constitutionality of that 
state’s fair trade law, maintaining 
that retailers handling fair trade 
goods are bound to observe the es- 
tablished minimum prices. This is 
reported on this page. 


good prospects for 
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> Retail Picture Ils Favorable 


» Consumers Have More Money 


» Average Sears Prices Down 3.5 Pct 


Tax Cuts Pile-Up Near-Record Retail Sales 
For First Third of "54; Inventories Rise 


The nation’s retailers chalked 
up near-record sales in the first 
four months of this year mostly 
as a result of tax reductions 
which left consumers with more 
spending money. 

This is the principal conclusion 
recent retail 
the Commerce 


of an analysis of 
sales released by 
Department. 

The survey notes that average 
sales for the first four months of 
this year were at an annual rate 
of over $167 billion, about the 
same as the fourth quarter of 
1953 although 3 pct under the like 
1953 months. 

“Consumer income after taxes, 
higher than in the early months 
of 1953, had been a major factor 
in this relatively favorable show- 
ing,” the Department emphasizes. 

U. S. taxpayers have been given 
about $6 billion of tax relief this 
year. On Jan. 1, personal income 
taxes were cut 10 pet and the ex- 
cess profits tax was terminated 
for $45 billion of relief. 

On April 1, some $1 billion of 
excise taxes were wiped off the 
government’s books. These big 
reductions have left consumers 


with more of their paycheck to 
spend, the Commerce Department 
says. 

The survey says retail commod- 
ity prices, on the average, have 
been “quite steady,” with the cur- 
rent price index about the same 
as a year ago and within 1 pct of 
the high reached last summer, 

(Continued on page 120) 


Delaware Fair Trade Law 
Upheld by State Court 
The Delaware Supreme Court has 
become the 16th state to uphold 
the constitutionality of the fair 
trade laws according to the Bureau 


of Education on Fair Trade, 205 E.§ 


42nd St., New York, N. Y. 

The Delaware high court has 
unanimously upheld, for the first 
time, the constitutionality of that 


state’s fair trade law in the recent B 
decision handed down by the Dela-§ 


ware Supreme Court. 
The held 
the state fair trade, all 


decision that, 


mum fair trade prices whether or 
not they have signed a fair trade 
contract. 
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The year’s biggest news in 
bolt and nut merchandising 


RB&W’s NEW 


Handy-Man 


BOLT and NUT KIT! 


* 50 BOLTS, 50 NUTS, 8 WASHERS 
—ALL BRIGHT ZINC-PLATED 


* DESIGNED FOR FAST SALES TO THE 
“FIX-IT-YOURSELF” TRADE 


* A BIG BARGAIN FOR EVERY HOME-OWNER 


Yes, it’s the hottest bolt-seller of this 
year—or any year—the way this new 
RB&W merchandising ‘‘first’ is catch- 
ing on! 








Dealers go for the Kit because it... 
e Gives shoppers self-service item 
e Saves time for dealer and shopper 
* Builds bigger unit sales of bolts 


e Sells on sight—from point-of- 
purchase display 


e Provides good profit margin 


Home-owners go for the Kit 
because it... 


e Contains wide assortment of 
needed bolts 


e Eliminates frequent shopping trips 


e Gives them quality items at low 
cost 


e Handles small or large 
fastening jobs 


e Keeps bolts handy at 
all times 


Typical home repair jobs 


OUTDOOR FURNITURE APPLIANCES AND FIXTURES 
LAWNMOWERS AND GARDEN EQUIPMENT RECREATION EQUIPMENT 
BICYCLES, WAGONS, OTHER LARGE TOYS 








Featured by IRHA 


RB&W’s Handy-Man Bolt and Nut Kit was one of the items 
featured in IRHA’s big nationwide promotion to the multi- 
billion dollar ‘‘do-it-yourself”’ market. You can still cash in on 
this promotion by ordering your stock of these novel, easy-to- 
sell kits... they come in self-display cartons that take up a 
minimum of room on your counters. 


Shoppers Sell Themselves 


Eye-catching, self-displaying carton of 10kits 
does all the selling for you. Just open a car- 
ton— inside top flap becomes self-selling 
display that helps you increase profits from 
bolt sales. 





Your RB&W distributor is all set to supply 
this new Handy-Man Bolt and Nut Kit. Why 
not cash in on this “Do-It-Yourself” trend 
now? Phone or write your nearest distributor 





RB&W 
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today— ask for RB&W's Handy-Man Bolt 
and Nut Kit! 
THINGS AMERICA MAKES STRONG 


109 YEARS MAKING STRONG THE 


Plants at: Port Chester, N. Y., Coraopolis, Pa., Rock Falls, Ill., Los Angeles, Calif. Additional sales offices at: 
Ardmore, Pa., Pittsburgh, Detroit, Chicago, Dallas, San Francisco. Sales agents at: Portland, Seattle. Distributors 


from coast to coast. 













BLS See 


BRINGS YOU THE BIG STEP 
FOR 1954...GREAT NEW 


LUMINUM| — 
ADDERS 








RID-JID 
ALUMINUM 
EXTENSION LADDERS 
All parts are high strength alumi- 
num alloy. Deep serrated rungs 


for extra safety. Furnished with 
heavy-duty automatic hooks. Pivot- 











ing safety shoes have deep rubber 
treads for work on smooth surfaces, 
and sawtooth edges for use on 
ground. Lengths 16’ to 40’. Ex- 
ceptionally handsome, durable 
and safe. 


N Si 


Designed and produced by America’s largest maker of wooden 
ladders, the new Rid-Jid all-aluminum ladders can be your 
biggest step toward new business for 1954. Be sure to see 
these brilliant new designs at the Housewares Show. See 
how beautifully they combine light weight with remarkable 
strength, safety and rigidity. Every possible design feature 
for safety, comfort, usefulness and long life has been included. 
Rid-Jid Aluminum Ladders have no sharp corners or edges, 
no protruding screws or rivets. Start planning now to step 
up your ladder sales with the Rid-Jid aluminum line; include 
them in your mixed carloads of Rid-Jid products. Visit us at 
the Housewares Show to see why Rid-Jid is ‘‘a famous name 
in American housewares’’. 


RE’ 


RID-JID 
ALUMINUM STEP-STOOL 

Model 102-S, weight approximately 5 2 
Ibs. A feather-light, sturdy, good-looking 
stool for dozens of household uses. Steps 
are wide and deeply serrated. Oversized 
stiles add an extra margin of safety. 
Non-skid rubber feet. Folds compactly 
for easy storage. Individually packed in 
striking display carton. 





RID-JID ALUMINUM STEP LADDERS 


Get all the news at the 
These are outstanding for eye appeal, lightness, ease of handling, 
and safety. Side rails are full 3” wide, steps are extra wide and 


HOUSEWARES SHOW... 
as = extra deep with serrated surface. Special feature: Top has recessed 
BOOTHS 612-614-616 utility tray and holders for brushes or tools. Non-skid rubber feet. 


Individual packaging on 4, 5, and 6-foot lengths; protective cover- 
ings at vulnerable points on longer lengths. 
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BACKED BY ADVERTISING IN TOP 





exclusive left-handed model at no advance 7 
in price. Smart buyers know what a 
traffic-stopper this beautiful chrome and 
yellow table is . . . how easily it sells. . . 
and how one sale leads to another. They 


REVOLUTIONIZED SIT-DOWN IRONING! quality service and dependability. 


RID-JID 
PAD AND 
COVER SET 

Made to the 
same quality 
standards as 
Rid-Jid lroning 
Tables. An auto- 
matic extra 
sale with every 
table! 





NATIONAL MAGAZINES 











AUTOMATIC OPENING AND CLOSING 
10 HEIGHT ADJUSTMENTS 






61% OPEN AREA... TOPS IN VENTILATION 














America’s 
largest seller... at 


$1395 


Fair traded 













Month after month, new sales records 
repeat the same story . . . most women 
want the new Rid-Jid Knee Room Iron- 
ing Table. Strong, steady advertising in 
the leading national magazines has made 
KNEE ROOM one of the big topics of 
conversation wherever women get to- 
gether. The Rid-Jid Knee Room provides 
real ‘“‘comfort level’’ sit-down ironing. No 
bending, stretching or twisting. Permits 
ironing right over the lap. Available in 


also know that Rid-Jid stands for top 


THE J.R, CLARK COMPANY 
SPRING PARK, MINNESOTA 


CUT YOUR FREIGHT COSTS...BUY, MIXED CARLOADS! 





al 


RID-JID WOODEN LADDERS 


A complete household line . . . stools 
-.. step and extension ladders. Every 
step reinforced with patented rod 
construction. 


RID-JID CLOTHES RACKS 
Every style, every size for efficient 
clothes drying. Packed K. D. for ware- 
house economy. 








only SWING-A-WAY opens cans . 


and sharpens knives : 


with ONE APPLIANCE! 








Nias a ary a aoe, 





Mt 


Stock, 


combination CAN OPENER and KNIFE SHARPENER 
ata low 3.98" — 


“buy 
One thing we’ve learned in making America’s largest selling Can Opener is to come tie 

up with what’s wanted. And, women have clearly shown during the past year that 7” 
‘ ; njoy 
they want several purpose appliances. the os 
SAVE 

Here, in the new combination Can Opener and Knife Sharpener, is our answer to 

; ; : ; You P 
this challenge. You open cans, sharpen knives and even open bottles with this one aed 
convenient appliance. 8 lea 
compl 
It can’t help but do a striking sales job for you... provided you give your customers attrac 
a chance to see it. Comes in red, white or yellow enamel at the low retail price of Ask y 
$4.49... andin cadmium at $3.98*. Each unit is packed in a gay counter display carton. FREE | 
prices. 


recipe 
Order from your Jobber, or write First name in Can Openers COLUA 


SWING-A-WAY MFG. CO. e St. Lovis 16, Missouri © In Canada: Fox Agencies Ltd., Port Credit, Ontario 
a i 
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earn about the Profit Ingredients of 
sstro-Ware’s Fall Sales Recipes at 


» LANTIC CITY HOUSEWARES SHOW 
July 12 through July 16 
Visit Booths 1215—1219 


W/E 


Latno 


PLASTIC HOUSEWARES 


AUDI 
Shopper Stopping Kose 


FOR MORE SALES : 
AT FULL MARK-UP PROFITS 


; 
























ween 


Y 







a 














Stock, merchandise and display 


Lustro-Ware. Its guaranteed quality 

at budget prices has made it a 

“buy word” of housewives to brighten 
“ome their kitchen life. 


that ; 
Enjoy top volume sales, by featuring 


the complete Lustro-Ware line . . . 
SAVE on freight and stock control. 





er to 
You PROFIT, too, from Lustro-Ware’s 
deed regular National Advertising in 
8 leading magazines backed by a 
complete merchandising service to 
mers attract shoppers . . . stir up sales. 
ce of 


Ask your supplier about these 
rton. FREE SALES HELPS, new catalog and 
prices. Follow the Lustro-Ware 





recipe for more housewares profits. 


COLUMBUS PLASTIC PRODUCTS, INC. 


Columbus, Ohio THE COMPLETE Hatioually -#dvertised LINE 

<n ~~ oF > 
Guaranteed by 7 
Good Housekeeping 








)peners 











Ontario ) 
Over 125 matching Lustr Ware staple fart wom 


“Celebrating our 15th year” ; 
spree fo make their 3 Lustro-Ware kitchen 
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MODEL 6405 


$3950 “we 


Manufacturer's suggested 
retail or Fair Trade price 
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Now UNIVERSAL 


#& 2... NEW FEATURES 

oe NEW STYLING 
ooo NEW VALUE 

Universal presents a great new Mixablend to expand your 


electric housewares line and produce new profits. De- 
signed to include all the features that give more versatility, 


better performance, greater saleability. This new Univer- 
sal Mixablend is a fitting addition to America’s Preferred 
Line of Electric Housewares. 


















Ford . 
ad he Y 
=> 








New Two-Piece Top 
has its own funnel 
opening for adding 
of ingredients while 
in operation. 





New Serrated Blades 
of cutlery steel stay 
sharp longer and are 
set at an angle for 
quicker cutting. 


New Pyrex Container 


shaped to give 
“whirlpool” action 
for more thorough 
mixing or blending. 











New Two-Speed Motor 
with High, Low and 
Off positions, gives 
easy, accurate control 
for all mixing. 


AND TO HELP YOU SELL... 


C'sultin Fradonols 


Nutrition, Diet and Recipe Book 


Written by one of the top authorities on 
health and nutrition, this big interesting 
book will be packed with each Mixablend. 
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New Ounce Markings 

show ounce levels at 
4, 8, 16, 24 and 32 
ounces for accurate 
recipe measurements. 






LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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@ America’s greatest utility cart value is being sold to 
your customers with a full page in the October Good 


Housekeeping . . . a junior page in the September 
Ladies’ Home Journal . . . a third-page in the Sep- 
tember Good Housekeeping . . . and quarter-pages in 
the September House Beautiful and October issues of 
Ladies’ Home Journal, Better Homes and Gardens 


ce enna os 


and Living for Young Homemakers. Tie in ! Order 
plenty of stock in a complete color selection from your 
Cosco distributor or factory representative now! Get 
your promotion merchandising kit, packed with sales 
and display aids. And be sure to ask about other free 
advertising aids available at Jess than cost. The sales 
and profit parade is forming. Act today! 


HAMILTON MANUFACTURING CORPORATION + COLUMBUS, INDIANA 


“ = 2 
ARB? F 
/ rh imal ay mr \ 
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ca 


We’re so happy about what we have to show you at 
the convention we could sing. We have not one, 
but two spanking brand new instruments 
we know you'll like and sell! The only 
thing we ask you to do is read about 
them here and then stop at Booths 360 
and 362 and take a peek at the real thing. 
Taylor Instrument Companies, 
Rochester, N. Y., and Toronto, 
Canada. 


ravcon/ 0 20 40 60 80 100 120 





~y 





New Indoor-Outdoor- 
Thermometer. That 








proven best seller has 
had its face lifted. New 



























J 








willow-green or sandal- 
wood plastic case has 
unusual contour and 
contains special inhibitor 
which prevents accu- 
mulation of dust. Packed 
in attractive self-display 
box. At a new low 
price $6.95 each. 





$1.19 each. 





And the Taylor Dial Roast 
Meat Thermometer is still 
going strong. Dial tempera- 
tures recommended by Na- 
tional Live Stock and Meat 
Board, and Poultry and Egg 
National Board. Watertight 
construction—wash it with the 
dishes. An easy sale at $3.79. 





item at $3.79. 


_* ry” 

Je 
oe 
<> 


This new Taylor Auto 
Window Thermometer is 
the first practical clip-on 
auto window thermometer 
ever produced. It’s weather 
resistant, easy-to-read, theft- 
proof and fits almost any 
make car. In self-selling 
package of six. Retail 


This Taylor Dial Combination Candy, 

Jelly and Deep Fry Thermometer is easy 
to sell as a mate to the Dial Roast Meat 
Thermometer. Pre-set indicator for easy 
reading— precise cooking. A nice profit 
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**T have found that the tremendous 






amount of national advertising 
done by Rubbermaid has created 
a great demand for the whole 
line. We like to promote such na- 









tionally advertised lines, carry 






them in depth and give them good 






display.” 










says JACK POTTER, 
owner and manager, 
POTTER'S HARDWARE 
Westwood Village, California 







consumer 
demand 
RUBBERMAID 















How Potter’s Hardware 


— Makes Rubbermaid Pay! 


Last year Mr. Potter increased his Rubbermaid volume 











40%, and looks for more in °54. No sales-secret to it. He 


Auto : Boe , : d 
; simply answers a big demand with a big welcome. 
ymeter 1s J e 
clip-on Here’s how he puts out the welcome mat, and makes it pay How YOU Can Make 
ermometer 


’s weather 
read, theft- 


He stocks the complete basic Rubbermaid assortment, 
in depth. This includes all the gay colors, and enough 


Rubbermaid Pay! 


pid of each item to satisfy the varying needs and tastes of STOCK a complete, basic 
eal his customers. No lost sales. Rubbermaid assortment. 
To attract new customers Mr. Potter promotes Rubber- All the colors and. items, in 
maid in his own local newspaper ads, and through depth. 
Rubbermaid dealer mats. The welcome is out to shoppers DISPLAY Rubbermaid on the 
too, with eye-catching window displays, banners and big, sales-tested display fix- 
counter cards. ture, in a good traffic spot. 
dy, But the final clincher, for impulse and multiple sales, PROMOTE Rubbermaid in 
easy is the big, permanent Rubbermaid display fixture your newspaper ads, in 
od in a heavy traffic spot. Here, the women who need your windows. Free mats 
woe Rubbermaid items see them, feel them and buy them. and banners available. 
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OUR ZOTH YEAR 


Aebbeunait @ Houseware 


the original...complete...only nationally advertised line of rubber housewares 
THE WOOSTER RUBBER COMPANY, WOOSTER, OHIO 


REORDER Rubbermaid 
often from your jobber to 
keep your basic stock com- 
plete. 





* Boom Business with this Great 
3-WAY TRADE-IN OFFER 
for Early Buyers! 


9 Siperflame 


OIL OR GAS HEATERS 


Two great lines to satisfy every prospect with features that 
result in sales! Styling that sets the pace for industry—more 
of everything it takes to make sales and give you big profits. 
Join now with this biggest of all Superflame Trade-In Sales! 


ONLY Superflame HAS THE ‘FUEL-SAVER“! 


Amazing ‘‘Fuel-Saver” saves up to 50% on fuel! Increases 
radiating surface up to 120%—cuts chimney loss as much 
as 40%! “Fuel-Saver” feature makes Superflame the world’s 
most efficient home heater! 


ATT RETA ore 


ye ‘ata ge 


foe Sa 6 


3495 
Os, all BE 


FORCED AIR HEAT 


Here's a shopper wipe 4 that 

plays a great part in the Super- 

flame Trade-In Sale! Superfan 

forced air circulation forces 

customers to your store! It’s a 

sure-fire sales builder! 

Fits under HEATER— 

Forced air comfort in 
winter—hundreds of EXCLUSIVE 
summer uses! 


aacane eesep 
~\ Nw S 


with 
Superflame 





795 
HONEYWELL MODUSNAP 
CONTROL PACKAGE 


The most convenient, com- 
fortable control ever offered 
on gas heaters. Important 
part of giant Superflame 
Trade-In Sale Offer. 


$195 THERMOSTAT 


Allows completely automat- 
ic oil heat without electri- 
city. No more cold morn- 
ings or roasting mid-day 
temperatures. Saves fuel, 
saves time. Guarantees more 
sales, more satisfied users! 


PROFIT NOW WITH THIS POWER-PACKED PROGRAM! ( 
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~~ WORLD’S GREATEST 
“> HOME HEATER 


ae 


Pais 
| | ‘ 

Superflime 
TRADE-IN SALE 


YEAR AFTER YEAR SUPERFLAME DEALERS CASH-/N 
WITH BIGGER AND BIGGER PROFITS WITH THIS PROVEN 
MONEY-MAKING PROMOTION 













, 
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r 
| QUEEN STOVE WORKS, INC. 
| Albert Lea, Minn. 


Send me the details about the Superflame 


| 
it PAYS to have a Superflosme FRANCHISE | =" 
| Name 










0 Ml STOVE WORKS, INC. Albert Lea, Minn. 
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Introducing the COM PLETE LY N EW 


LadyArvin 





ALL the room knees need... 
plus infinite height adjustment 


between 24” and 36” & 


om" mn os 

\) % 

* Guaranteed by @ 
Good Housekeeping 
@ \ 


0 
\\ 
Sor as Aoverriseo TEE 


LOWEST PRICED completely adjustable 
ironing table . . . nationally advertised! 


Spacious knee and leg room for maximum sitting ease—new, 
greatly increased facility of height adjustment—plus an unequaled 
low price—give the new Lady Arvin unrivaled promotional appeal! 
Perfected adjustability! There 

are no restrictive, pre-determined 

“steps” of height adjustment in 

the Lady Arvin! No slots or holes. 

No awkward “stopping pins’’ or 

“‘catches.’’ Raise or lower by 

finger-tip touch of adjusting bar 

below table top. Locks firmly in 

place at any desired level between 

24” and 36”. 

Safety lock prevents inadvertent lowering of table below 24” 
height . . . No wobble, sag or tilt-under-pressure . . . Roomy 
15 x 54” top with hundreds of moisture vents . . . Rolled, snag- 
proof edges, smooth surfaces . . . Non-skid feet . . . Folds flat for 
easy carrying, compact storage. 

Two handsome models! No. 1600— Azure Blue enamel finish 
throughout. No. 1700—‘‘DeLuxe”’ model, with fashionable char- 
coal enamel top and chrome understructure. 


Lowest priced! The new Lady Arvin is the lowest priced ironing 
table of its type. Only Arvin can offer so much value for so little 
money—because Arvin ironing tables are by far America’s largest 
selling nationally advertised line. 
One-Unit delivery 
ORDER NOW FOR IMMEDIATE SHIPMENT! 


ARVIN INDUSTRIES, Inc., Columbus, Indiana 


i 
“ 


Folds flat for easy storing 


All-time best selling 
ARVIN STANDARD 


No. 1200—Year-’round volume- 
builder with an amazingly sustained 


record as the lowest-priced, largest 
selling all-metal ‘‘standard”’ ironing 


table on the 
enamel finish. 


market. 


= 
x 


A 


' 


go *~™ o 
‘> Guaranteed by 
Good Housekeeping 
oo” > 


Azure Blue % 


Y 45 aovranrsce 


Arvin Flash-fold Laundry 
Cart now ata 
NEW LOW PRICE 


A fast-selling wash-day convenience 
that sets up in seconds, folds quickly 
for compact storage. Strong, roomy 
white cloth basket with handy pocket. 
Tubular frame and steel-rod basket rim 
in Azure Blue enamel. Clear plastic 
wheels. Packed one to a handy-grip 





1107 BROADWAY, NEW YORK CITY 10 - AMERICAN FURNITURE MART, CHICAGO 11 - 


WESTERN MERCHANDISE MART, SAN FRANCISCO 3 


carton. New low price makes it 
the perfect teammate for Arvin 
ironing table promotions. 





Send for catalog and price list 
FREE mat service and layouts on request 
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ONE OF A SERIES ON 


Here’s a bright new idea in bathroom convenience...a space-saving utility 


bar that actually telescopes into the wall when not in use! For extra drying space... 


for nylons, lingerie or guest towels...this modern bathroom accessory adds a full 14” bar with a minimum 


of wall space! {ts clean, modern appearance fits into any bathroom, adds to its beauty and usefulness. 
It’s another of Hall-Mack’s original ideas—extra touches that help you sell distinctive bathrooms! 
Stock up now and sell one with each new bathroom installation. Sell Hall-Mack and 


all. aek aliti; aworwti > 
Hall Mack quality eve rytime! HALL-MACK COMPANY 


1380 West Washington Boulevard, Los Angeles 7, California 
7455 Exchange Avenue, Chicago 49, Illinois 
1000 Main Avenue, Clifton, New Jersey 
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| New Gift Carton, | Ci 
Help Sell G-E Portable! M 


Package increases gift value—offers in-store | dist 





This brand-new package will make it easier 
than ever to sell the G-E Portable Mixer as a 
gift, and it is especially designed for easier 
handling by dealers. Three gift-packaged mixers 
are overpacked in each master shipping carton. 













Eye-ce 
with t 
buildi 
for eit! 
colors 


Al 
Ar 
to: 


+ 





This six-sided carton is attractively colored in 
gray, pink and yellow with a beautiful modern de- 
sign. The pink identification band around the 
center is removable, making an ideal gift carton. 

Best of all—it is sturdy enough to mail to your x 
customers without additional wrapping or boxing! 


<< 


Fragress is our most important product 4 


GENERAL@Q ELECTRIC | 





BET 


28 HARDWARE AGE, JULY 8, 1954 HARD 
















n, 
ble 


store 


asier 
asa 
asier 
ixers 
rton. 





LY 8, 1954 


| Colorful New In-Pack Display 





| Mixers Faster Than Ever! 
display—provides sturdy shipping carton! 

: POWER FOR ALL | [ipo 

: | mixING voes | i 





Eye-catching, mass display will be better than ever 
with the new six-sided design which lends itself to the 
building of numerous different arrangements suitable 
for either window or counter. The unusual shape and 
colors of the new carton increase display effectiveness. 


Each master shipping carton contains a colorful new 
sales tool—a Portable Mixer display. It is attractively 
styled and colored to match the new gift carton, and 
it highlights the important sales features of the mixer. 

This new display will constantly tell your customers 
the story of the G-E Portabie Mixer— Power, Price, 
Fingertip Control, Heel Rest, Portability and the 
Keyhole Slot for hanging on the wall! General Elec- 
tric Company, Bridgeport 2, Connecticut. 





And don't forget another G-E plus! 
An advertising schedule designed to bring cus- 
tomers into your store! 


The RAY MILLAND 
CHOW *& 














LIFE MAGAZINE 
COLLIER'S MAGAZINE 


Special Christmas 
Advertising! -4 


Extra advertising during the 
* Christmas season emphasizing the 
en gift values offered by G-E Small 
Appliance Dealers! 

Just look at this list . . . Life, 
Look, Collier’s, Saturday Evening 
Post, Better Homes & Gardens, 
American Home! 





Heavy, full-page schedule in both 
of these magazines to keep the 
story of the G-E Portable Mixer 
in front of the public! 


with an average of 7 mil- 
lion families watching 
every week! 

















BETTER GET YOUR ORDER IN TO YOUR G-E DISTRIBUTOR TODAY! 








HARDWARE AGE, JULY 8, 1954 29 








plays hit tune on cash registers ! 


HERE'S HOW THEY'LL LOOK IN 2ND AD SERIES... 


g Here's how Dunkletries _—) (— Stan Stauncher uses baat | 
to protect 4 weak shine ! Gets rock- hard wax protection ! 












































WATCH CONSUMER ADVERTISING FOR 
THESE POWER-PACKED SALES STORIES 


Here’s a car wax ad-campaign that lifts sales out of the 
rut! Bodygard stops ’em with a chuckle, keeps ’em read- 
ing with a gag, then sells ’em with the most powerful wax- 
protection story in the industry. Watch for these new ads 
—they’re sugar-coated sales dynamite! 


TIE- IN WITH NEW “FUN-AND-FACTS”’ 
=> CAMPAIGN-—IT’S 
A SALES MAKER! 


It’s gonna be a hit! There’ll be ad after 
ad—full pages—in Life, Saturday 
Evening Post, Popular Mech anics, 
Popular Science, plus a powerful local 
newspaper campaign. Get on the band 
wagon! Tie in with the new, different, 
sales-making ‘“‘fun-and-facts’’ campaign 
with Bodygard streamers, counter cards, 
can toppers, etc. 
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SWEEPS FLOORS HOSPITAL CLEAN! 


ina MAGNETIK SWEEPER 


WITH MAGNASTAT® BLADE 
Attracts All Dirt, Dust, 








Exclusive Magnastat blade 
attracts all dirt and dust by 
magnetic action. Makes it 
cling together in clusters. 


Keeps floors clean, safe for 
infants while they play 
and crawl about! 


f 


\ 
Gets under radiators, fur- 
niture — hard-to-reach 
Spots no broom can reach! 











Grit, Lint, etc. 


@ Cleans Floors More Effectively and Easily Than Any Other Sweeper, 





Broom, Mop or Cleaning Tool! 


@ MAGNETIZES Dust, Dirt, Into Clusters— Makes It Cling Together! 
@ Prevents Dust From Rising And Settling On Drapes and Furniture! 
@ Contour Magnastat Blade Hugs Floor — Cannot Skip Dirt In ‘‘Low”’ Spots! 
@ Ideal For Hardwood, Linoleum, Tile and Composition Floors! 
<<, © Reaches Into Remote Spots No Broom Can Reach! 


DAMAR 
PRODUCTS 
ADVERTISED IN: 


@ Slim, Compact —Easy To Use! 


@ Redbook @ American Home 

@ Living @ Esquire @ Parents 

@ Good Housekeeping @ Better Homes & 
Gardens @ N. Y. Times Magazine Section @ This 


Week @ Columbia @ Family Circle 


@ Household 


@ Work Basket @ Better Homes & Gardens @ Sunset 
@ Woman's Home Companion @ Moose @ Holiday and many others! 


SOME OTHER NATIONALLY ADVERTISED DAMAR PRODUCTS 


POTATO CUTTER 


Cuts 25 french fries 
or 49 shoestring 
Potatoes in one 
stroke. $2.98 retail. 


KLEVER KLEEVER 


Cuts, slices, opens 
cans — 101 uses! 
Tempered steel, 
gleaming chrome. 
$3.98 retail. 


GARLIC PRESS 


Crushes garlic, on- 
ions, herbs, lem- 
ons, limes, pepper- 
corns. $1.00 retail. 


SLICEX 


Cuts tomato into 
10 slices at once! 
Handy for other 
foods: $1.00 retail. 





SILVASTAR 


Draws tarnish 
from silver like 
magic. Just drop 
in dishpan. Re- 
tails for only $1.00. 





CHEF’S BLOCKS 


With ‘‘holster’’ 
slots for storing 
knives. Personal- 
ized with name in 
gold. In 3 sizes— 
$3.98 to $7.98 retail. 
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FLAME TAMER 


Prevents burned or 
scorched foods. 
‘“‘Air-cushion”’ 
makes any pot a 
double boiler. Re- 
tails for only $1.98. 





FOOD MIZER 


It’s a cleaver—it’'s 
a tenderizer—it’s a 
saw! Heavy tem- 
pered steel, deluxe 
chrome finish. 
$7.98 retail. 





MAKE THIS SIMPLE 
DEMONSTRATION TEST 
TO YOUR CUSTOMERS 


Sweep floor with your pres- 
ent broom or mop. Then go 
over it with this remarkable 
new sweeper. Your custom- 
ers will be amazed at the 
unbelievable clusters of 
dirt, lint, thread, hairs, sand 
and grit left behind by the 
old-fashioned sweeper. 


SUGGESTED 
RETAIL 


BE SURE TO 
SEE US AT THE SHOW! 


Look for us in Atlantic City— 
Space 1624 and 1626 on the AIR 
CONDITIONED Auditorium Mezzanine. 


SEE YOUR JOBBER OR WRITE US DIRECT 


DAMAR 


PRODUCTS, INC. 


21-5 DAMAR BLDG., NEWARK 5,N. J. 
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2 EXTRA-PROFIT OFFERS | 


---MAKE YOUR OWN PROFIT PACKAGE SELECTION ON 
AMERICA'S FASTEST SELLING TOASTERS ! 


SPECIAL OFFERS 
GOOD ONLY UNTIL 
UR CRU Re ch 


You Make 4 


% 
you £et at Speci 


Sets at YS 
12 pieces 


IMPORTANT! MERCHANDISING KIT FREE POWERFUL ADVERTISING 


with your order for either TO PUSH YOUR SALES! 
« Orders must be for immediate delivery. Extra-Profit Offer! 
° —— offers expire August 31, and may be sen I Webra Hetrie 
withdrawn earlier at our option. wh Oy P| Peer 
- Not more than a total of ; special offers to : - ada week hr. meek 
any one retail outlet. [ WE A. 
- We reserve the right to refuse orders not we 


taken in accordance with the terms of these 
special offers. 


McGraw Electric ads will continue to 
pull for you week after week, through- 
out 1954. “Toastmaster,”” Manning- 
Bowman, Tropic-Aire and Everhot 
products are being pre-sold as never 


- Merchandising Kit will be shipped direct to 
retailer by McGraw Electric Company. Dis- @ NEW "Toast ‘n Jam 


iributor will deliver all of the merchandise Di : 
isplay Card } << ; é 
before. ‘“Toast ’n Jam” Sets will be 


on both special offers. ¥ 
@ NEW Two-Toaster Display featured in full color. The Post and 
ORDER FROM YOUR “TOASTMASTER @ NEW Consumer Leaflets other magazines will deliver a total of 
DISTRIBUTOR TODAY! @ NEW Cut ’n Mat Sheet over 400 million advertising messages 
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THE SUPER DE LUXE—$27.50 


Only the “Toastmaster” Toaster has positive 
POWER-ACTION, a powerful electric motor 
that instantly lowers bread and starts toasting. 
Toast Control dial adjusts to exact shade of 
toast wanted. 

Exclusive Flexible Timer insures perfect toast 
every time—toasts fast when cold, faster 
when hot. 

Push-button, hinged crumb tray swings open 
for easy cleaning. 
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NOW YOU CAN ASK... 
“Which ‘Toastmaster’ Toaster 
do you prefer?” 


Here is the only first-line brand on which you 
can offer that always desirable merchandising 
feature. . . selection. With two “Toastmaster” 
Toasters you can now trade up to a higher 
ticket, without getting involved in confidence- 
destroying brand-switching. Because ‘‘Toast- 
master’ now covers both ends of the accepted- 
quality price range. Promote both ‘'Toast- 
master’’* Toasters, and you'll sell both in ever- 
increasing volume! 

. oasTMasTeR” and “Toast ’s Jam’ 
MeGraw bMleetr Company, mes 
Bowman,” “Tropic-Aire,” and ‘ 


Toastmaster Water Heaters Copyright 


7 OASTM ASTER 
Propucts Division, McGraw Electric Company, HVigin, I[linoi« 


offers you the advantages of two automatic toasters! 


THE DE LUXE—$23.00 


@ Exclusive Flexible Timer insures per- 
fect toast every time —toasts fast when 
cold, faster when bot. 

© Toast-taste selector can be set for light, 
dark, or in-between 

© Push-button, hinged crumb tray swings 
open for easy cleaning. 





PACKAGED ROPE 
BRINGS QUICK 
PROFITS 





Here is rope merchandising brought up-to-date. Handy Coils are 
packed the way rope should be packed for maximum sales volume 
and biggest profit. No longer need the popular sizes of rope be 
hidden away in the basement. Handy Coils put rope right out on 
the counter where it will be seen and remind customers that 
they need rope. 


Handy Coils will boost your sales of rope—will make cordage a 
much more important line to you. Order a carton of each size 
from your “AMERICAN BRAND” ROPE distributor now and find 
out how quickly this modern method of selling rope will step up 
your rope volume. Write to us for the name of nearest distributor. 


AMERICAN MANUFACTURING COMPANY 
Brooklyn 22, W. Y. 


Rope (Manila, Sisal, Jute, Nylon, Polythylene, *Dacron, Saran, Glass), Twine, 
Ookum, Packing, Baler Twine, Carpet and Electrical Yarns. (*DuPont Trade Mark) 


Branch Factories: 
St. Louis Cordage Mills, St. Louis, 4, Mo. 
Delaware River Jute Mills, Philadelphia, Pa. Sales Offices: Boston, Chicago, 
Houston, Los Angeles, New Orleans, Philadelphia, Pittsburgh, San Francisco. 








HANDY TWINES, TOO 
IN 7 POPULAR TYPES 


No. 24 Polished Fine India 
No. 36 Polished Fine India 
No. 48 Polished Fine India 
No. 4) India 
No. 6 India 
3 ply EZ Wrapping 
3 ply Green Garden Jute 








“AMERICAN BRAND” ROPE AND TWINE 
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SELF SERVICE 


in New York, Wisconsin, Texas, Washington 




















The expanding use of self service, in its vari- 
ous forms, in the fighi against rising operating 
costs, is demonstrated in the four case his- 


tories described in this HARDWARE AGE 
special report. 














Extra help wouldn't have been a means of preventing walk-outs in this firm's 


new shopping center store—but quick service offered a workable solution 


Self Service in Syracuse, N. Y. 





With three shopping center stores already in opera- 
tion, Alexander Grant’s Sons, Inc., of Syracuse, N. Y., 
had plenty of experience to draw on for custom-tailor- 
ing its fourth and newest store to serve customers 
s quicker and better. 

Buying habits of shopping center customers had 
been of great concern to company officials, who had dis- 
covered that 75 pct of the week’s business was done on 
Fridays and Saturdays. 

Consequently, reports Franklin I. Greene, Grant’s 
president, “It became obvious we were going to have 
to do something to take care of those peak periods. 
Extra help was not the answer.” 

Careful study had also shown that from 60 to 70 
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pet of the firm’s customers knew what they wanted 
and were anxious to get in and out of stores with 
their purchases as quickly as possible. 

The answers that Grant’s found led to laying out 
and equipping the new store in Shoppingtown, near 
Syracuse, for quick service, a term Mr. Greene = pre- 
fers to self service. 

“We'll never get away from personalized service for 
such items as power tools, mowers, builders’ hardware, 
and electrical appliances,” he explains. “But house- 
wares and other lines can be displayed for self selec- 
tion.” 

Thus it is quick service at the new store with sales- 
people on hand to serve if necessary, and with mer- 
chandise displays plainly marked, and arranged so that 
all items are easily accessible to shoppers. 

As a result, Mr. Greene says that the register tape 
shows the average sale per person is approximately 





Opening day at the store. A $150,000 yearly volume is 


Self Service in Syracuse, N. Y. 





$2.25 compared with an average of $1.65 in the three 
service-type branches. 

When the new Shoppingtown branch 
opened it was operated from Mondays through Thurs- 
days with two salespeople in attendance. Quick service 
at the check-out was not a feature. 

Those days the check-out was closed, and a sign ex- 
plained, “Please use cash and wrap desk in center.” 
Individual sales tickets were written up by the sales- 
people, and a regular cash-wrap desk was used to 
complete sales transactions. 

However, so quickly did quick service catch on with 
shoppers that the new store had to extend its quick 
service policies. Now the check-out is open on Mondays 
and Thursdays, as well as Fridays and Saturdays, and 
in addition, the store is geared for that type of selling 
every evening from 6:30 to the 9 o’clock closing. Thus 


store was 


36 


expected with a sales staff of four, including cashier. 


it is that now only two days of the week are without 
quick service. 

If it were not for quick service merchandising, it is 
estimated that a staff of eight salespeople would be 
necessary to handle traffic during peak traffic periods 
instead of the four, including the check-out cashier, 
who do the job. 

Grant’s sales staff is being taught to differentiate 
between two types of customers who know 
what they want, and those who need help. 

If there’s a momentary hesitation or uncertainty on 
the part of a shopper, there is always a salesperson 
ready to step forward and ask, “Can you find what you 
want?” or “Have you found what you want?” That 
question, incidentally, dosen’t lead to the salesperson 
waiting on the customer for frequently the shopper 
needs only be directed to that part of the store where 
the item is located. 

Just as the store’s staff had to be educated to selling 
with quick service, customers too need indoctrination 
in its policies. An experiment conducted at Grant’s 
Valley Plaza branch showed the necessity for setting 
up a quick service store with a check-out rail, and other 
mechanical features and signing for quick service in 
order to make shoppers fully aware of that method of 
operation, thus avoiding confusion and time loss. 

The new Shoppingtown branch consists of a 30x80-ft 
display room with only an 8x18-ft storage area at the 
rear for reserve stock. Only a quarter of the usual 
retail inventory necessary for a $150,000 yearly volume 
operation is carried, Grant’s officials estimate. The 
low inventory is made possible by the thrice weekly de- 
liveries from the firm’s main warehouse. 

In order to housekeep the store for the smooth func- 
tioning of quick service, every salesperson is assigned 


those 
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Every item, all bins, are clearly price marked. Here's how it's done. 


a certain section of the store, and it is his responsibil- 
ity to see that the displays are fully stocked. 

A daily inspection is made to see what items are 
needed, and orders go to the main warehouse where 
they are checked, priced, and made up for delivery to 
the store. When required, same-day deliveries are made. 

All pricing of merchandise is done in the central 
warehouse. Still experimenting with various kinds of 
price marking equipment, presently in use are stamp- 
ing devices, string tags, stick-on labels, and marking 
crayon, depending on the item priced. 

In designing the new store, color was used to en- 
hance the merchandise. Pale green is the dominant wall 
color with hard colors on the displays of men’s lines 


such as sporting goods, tools, etc. Pastels are used for 
the display of gifts, housewares, etc. Perforated panel- 
ing is another display feature. 

The store has full-vision display windows, allowing 
passersby to see into every part of the display room. 

Grant’s Shoppingtown branch is expected to produce 
a $100,000 volume in its first year, and from $150,000 
to $175,000 in the second year. It has been planned and 
fixtured for the future. 

The Shoppingtown store, with its quick service 
features, is also serving as the pilot store for the 
three older branches. As soon as quick service in the 
new store has been thoroughly tried, the older stores 
will be remerchandised along the lines of the new store. 





Sales Efficiency Gains with Self Service 


Self Service in Kenosha, Wis. 








Tested in busy December, 
self service took the 

strain off holiday selling 
and pushed sales for a gain 


When Gene Sturzennegger, who operates the P. & G. 
Stores in Kenosha, Wis., converted his hardware store 
to a self service operation on Dec. 1, 1953, results 
showed that customers liked the shopping convenience. 

The first thing he noted during the December holi- 
day rush was that though he and his clerks did not 
seem as busy as during the previous December, sales 
figures, when totaled for the month, were slightly 
higher than the previous year. 

This Mr. Sturzennegger regards as impressive in 
view of the fact that Kenosha, a highly industrialized 
city with a great deal of automotive manufacturing, 
was not working at full capacity. Industry was on a 
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shorter work week during November and December, 
and that meant less per capita income. 

Converting from a conventional type of operation to 
a self service hardware store didn’t present too much 
of a problem to Mr. Sturzennegger. Display fixtures 
were already of the open-display type, and all that 
had to be done was to install a check-out counter, 
which was built by the store staff. 

Shopping carts and canvas shopping baskets were 
also purchased, and the display islands were numbered 
so that shoppers could be quickly directed to the differ- 
ent departments. The baskets were attached to each 
display island for the convenience of shoppers. 

When a customer enters the store now, he can take 
either one of the shopping carts which are stationed 
at the check-out, or one of the baskets from the display 
from which he makes his selection. Each basket has a 
number on it so that the salespeople can return it to 
its proper location. 

The store still maintains its staff of five salespeople. 
But now they are assigned to specific sections or de- 
partments where they can be of service to shoppers. 

For instance, when customers make their selections 
from any of the numerous small items displayed on the 
electrical supplies island, a clerk puts them in a paper 
sack, marks the price on the bag and hands it to the 
customer, requesting, “‘Pay up front, please.” The sales- 


NENOSHA 


SELF 
SERVICE 


HARDWARE STORE 
Conremence.. 


Gene Sturzennegger, owner of P. & G. Stores in Kenosha, 
Wis., points to the large signs that set the new policy. 


Small items are put in a sack by a sales clerk, and the 
price marked on the sack to facilitate check-out service. 








man is then free to take care of the other customers. 

Self service, Mr. Sturzennegger believes, appeals to 
the busy man or woman because it speeds up their 
shopping, especially when they just want to purchase 
one item, and leave the store. But, he notes, that self 
service encourages even those customers to shop the 
store and consequently buy more. 

When the store was converted to self service, Mr. 
Sturzennegger did not run any special advertising to 
announce the new policy. Instead he began by only 
mentioning the self service features in his regular ad- 
vertising, and he has continued this. 

To popularize the store with the community and 
increase traffic, Mr. Sturzennegger stages special events 
such as a Fall Open House, now in its eighth year. 

At last year’s event, customers received free wax 
samples, cider and doughnuts, and demonstrations of 
power tools and appliances were staged. A two-color, 
full page advertisement publicized the Open House. 

But his best promotion, Mr. Sturzennegger believes 
is self service. It has made his store more efficient by 
giving customers quicker service; has encouraged and 
enabled them to do more shopping, and consequently 
they buy more. 

Also, his salespeople have been saved much non- 
selling work, and now can spend more time helping 
customers with higher priced items. It pays off. 





Customers use either shopping carts or canvas baskets for 
taking their purchases to the front-of-store check-out. 


Though self service, a sales staff is maintained to serve 
and sell those shoppers who appear to be undecided. 
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The 65-ft front of the self service store in a shopping center. Store depth is 115 ff. 


Five Clerks to Staff 65x115-ft Store 


Self service is the merchandising 
strong point of this new Texas 
store that features 46 display 
islands and 30 wall sections 


Self service at the new Alameda Hardware in Corpus 
Christi, Tex., enables it to operate with 50 pct of the 


normal] sales staff that ordinarily would be required 


for a store its size. 

The store has a 65-ft front and an 115-ft depth, in- 
corporating 46 island displays and 30 wall display units. 
The fixtures are owner-designed. 

Only five glassed-in show cases require service sell- 
ing. Those protect merchandise which is subject to 
easy pilferage. 

Alameda Hardware represents the culmination of 
12 years of its owner’s, R. A. Humble’s, hardware mer- 
chandising experience in developing his older store, 
Six Points Hardware, from a small community busi- 
ness into one of the outstanding hardware establish- 
ments in South Texas. 

The new store, in a new community center three-and- 
one-half miles from the center of Corpus Christi, was 
built to Mr. Humble’s own design to embody all the 
features missing from and impractical for the older 
store. 

Self service is the important new merchandising note. 
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Mr. Humble planned and fixtured his new store s0 
that it would fulfill to the utmost the fundamentals of 
profitable retailing—ample stocks to meet all normal 
demand and to create additional demand, and display 
that puts a maximum of merchandise before shoppers. 
Those tenets are basic to self service merchandising 
too. 

Then, having achieved a store layout that provided 
a high degree of self selection, he tackled the problem 
of quick buying and solved it by installing a 15x12-ft 
Cash Island area. 

This island is a cash-wrap station near the front, 
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Signing plays an important function in educating cus- 
tomers to serve themselves. Signs direct customers to 
the cash island, and identify and locate merchandise. 


Instead of a check-out, this store has a 15 x 12 ft cash 
island neor the front, center of the store. A full-time 
cashier is on duty but she helps on the floor in slow time 


Pricing and signing as shown in this photo speed up se 
selection and buying, leaving the salespeople free to sell. 
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A brick wall, perpendicular to the full-vision front, and There are 46 island displays and 30 wall display units all 


a tral extending beyond it into the street, serves as an interior designed for self selection shopping by the store's owner, 
e front, 


feature display spot in an important heavy traffic spot. R. A. Humble, based on his hardware selling experience. 
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center of the store. It was made extra large so that 
additional employees could work there efficiently dur- 
ing special rush periods such as heavy traffic days and 
during holiday seasons. 

The area is staffed by a full-time cashier. She also 
wraps packages, directs customers to specific merchan- 
dise, and helps them make their selections if need be. 
On Saturdays, shopping carts are stationed at the Cash 
Island. 

A large over-head sign, visible from all parts of the 
store, locates the island for shoppers. Mr. Humble is a 
firm believer in signs, and not only has numerous signs 
promoting self service, but also display island and 
aisle location and identification signs, and signs sug- 
gesting the use of time payment and budget plans. 
Some of these read: 

“For Fast Service Help Yourself—Take Your Pur- 
chase to Cash Island.” 

“If you Need Assistance Ask—Please Pay at Cash 
Island. 

“This Store is Semi-Self Service—Please Help Your- 
self—Take Your Selection to Cash Island.” 

Each aisle in the store has a location sign which 
bears the aisle’s number and lists the lines displayed 
along it. In addition, each display island has a sign, 
giving its number, and the merchandise it stocks. Also, 
the departments are signed with the department man- 
ager’s name and the lines for which he is responsible. 

Despite the 65x115-ft area of the store, there are 
only five floor employees. Four of them are department 
heads. 

Not all of the building’s area is devoted to display 
space. A 30-ft section at the rear of the main floor, 
and a second story at the rear of the building is for 
reserve stock storage. 

While Mr. Humble declares that though self service 
has already enabled him to operate his store with 50 
pet of the personnel otherwise necessary, he believes 
that when customers learn more about self service, 
and become accustomed to waiting upon themselves in 
a hardware store, the percentage may be reduced even 
more. 

“Self service must come gradually,” he says. “It is a 
matter of educating customers a little at a time. We 


keep sufficient employees on the floor to help in this ed- 





Signs at the head of each of the aisles list the merchan- 
dise to be found along the aisle. 
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ucational process, and also to be always at the service 
of people who want help in making their selections. 
“Certain lines such as homeworkshop tools and 
major appliances, as well as paints and some other 
items, the use of which is not too familiar to people, 
must be sold with the help of salesmen. But even in 


those lines, time can be saved by encouraging custom- 


ers to do much of the preliminary examination and 
selling themselves.” 

Merchandise at the Alameda Hardware falls into 
four major departments—hardware, housewares, gifts, 
and sporting goods. Items not properly falling into 
those categories are classed as miscellaneous. Each of 
the four departments is headed by a buyer-manager 
and sales for each category are rung up individually. 

Physically, the Alameda Hardware stands out from 
other stores in the shopping center in which it is lo- 
cated. The full-vision store front, brilliantly lighted 
day and night, is an advertising tool in its own right. 


65-Foot Front Specially Designed 


An architectural feature of the display front is that 
the monotony of a straight 65-ft expanse of window 
has been avoided by having a large section of the front 
angled in at 10 degrees from the sidewalk line. In addi- 
tion, a red brick wall, 13 ft long was set at a right 
angle to the front. 

This serves as another architectural “break” and 
makes it possible to have two differently positioned 
entrances to the store. Also, since the wall extends 10 
ft into the store, it creates a feature display spot. 

The store interior has been merchandised with 
color. Four different colors are used on the walls, and 
16 different colors are used to designate various mer- 
chandise sections. Each color was selected to show the 
merchandise at best advantage. An acoustical plaster 
ceiling is in natural color. 

Alameda Hardware was opened on December 4. In 
its first month of operation, sales were only $4,000 
short of the monthly volume of the 12-year old Six 
Points Hardware. 

Originally, Mr. Humble planned to operate both 
stores. But before he opened his new store, he had 
received an attractive business offer and sold the 
majority interest in the Six Points Hardware. While 
the two stores are semi-competitive, being in the same 
general trading area, Mr. Humble declares there has 
been no noticeable decrease in the older store’s volume. 

“We were fenced in at the Six Points store,” Mr. 
Humble says. “We were faced with the alternative of 
adding a second store, or settling down to a static 
volume because space limitations and lack of parking 
facilities placed a ceiling on the volume we could do. 

“That we had about reached that ceiling, we knew. 
Additional advertising and sales effort failed to in- 
crease our volume appreciably. We simply could not 
accommodate many more customers, especially because 
of the lack of parking facilities and a growing traffic 
problem in our immediate area. The new store was the 
logical answer to the problem for we were not content 
to remain static.” 

Part of the answer was found in the 200-car park- 
ing lot, behind the store, which serves the shopping 
center. The other part of the answer is self service. 
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ly because That sums up the reaction of Charles C. White, 

ing traffic owner of the Todd Hardware Co. in Bremerton, Wash., 

“e was the to his self service operation. 

st content But before making the change, he studied the pros 
and cons for a year; visited numerous self service 

‘car park- hardware stores to make certain that any gains would 

shopping not be offset by possible disadvantages. And on the 

if service. basis of his first three months of operation as a self 
service store, Mr. White declares himself to be well 
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satisfied, and is certain that he will never go back to 
the old way of doing things. 

However, in his branch store in West Bremerton, 
which is basically a neighborhood store, Mr. White has 
no present intention of installing self service. “If we 
do,” he says, “it will certainly be modified to suit the 
slower volume of sales and traffic of a neighborhood 
store.” 

What makes self service click in down-town Bremer- 
ton is the fact that the store is located only one block 
from the main entrance to the Puget Sound Naval 
Shipyard which employs from 14,000 to 15,000. Many 
of them come out during lunch hour to shop; others 
after 4:30 closing time at the Yard. 

At either time, they are in a hurry, and usually they 
know what they want. Because they are now encour- 
aged to serve themselves when in Todd Hardware, 
they get much of their merchandise for themselves. 

By making it possible for customers to shop quickly, 
Mr. White believes the store is gaining new customers, 
and also making more sales per customer. Impulse 
sales have increased because greater traffic flow 
through the store has been stimulated. 


“In our case at least, the saving in labor costs,” 


says Mr. White, “is not a factor except that self ser- 
vice may enable us to increase sales with the same 
number of employees. And sales are bound to increase 
if you give customers faster and better service.” 

An unanticipated advantage of self service has been 
the complete elimination, during the first three months 
at least, of thefts of merchandise such as electric irons, 
electric drills, ete. 

Despite all precautions, the store always experi- 
enced losses of such items every year. With a cashier 
at the front of the store, such thefts are discouraged. 
However, reduction of pilferage of merchandise that 
can be pocketed is not expected. 

The change-over to self service was accomplished 
with a minimum of expense since the store was already 
equipped with open, self selection fixtures. The changes 
that were made consisted of the following: 

Removing the old wrapping counter from the rear 


44 





Signing was instrumental in 
selling the self service idea 
to customers. 





of the store and installing a check-out at the front; 
stationing a full-time cashier at the check-out, and 
developing a method for packaging and pricing small 
items that can’t be individually price-marked. 

Placing the check-out at the front of the store is 
essential to an effective self service store layout, Mr. 
White believes, because it is the most logical as well 
as the most prominent location. It is easiest for a 
customer to find, or to direct a customer to. 


Location of Check-Out is Critical 


Since the whole plan depends upon customers taking 
the merchandise to the check-out, its location is quite 
critical, Mr. White points out. One idea, suggested to 
him by another hardware dealer, “and which we have 
been careful to follow,” reports Mr. White, ‘‘was to 
place the check-out unobtrusively back from the en- 
trance. 

“If the check-out extends into the aisle, directly in 
front of the doorway, it gives some shoppers the feel- 
ing that once they enter the store, they are trapped, 
and will be expected to buy something.” 

One woman employee is assigned to full-time duty 
at the check-out. But since it is not expected that she 
will be kept busy all the time with her duties as 
cashier, several merchandise displays have been ar- 
ranged behind the check-out. 

It is her responsibility to keep up these displays, 
and also sell from them when necessary, though, of 
course, self service applies to that section too. Much 
of the merchandise is of the impulse type, but small 
electric housewares items are also shown in this sec- 
tion. 

“Using proper signing to emphasize that the store 
is self service is necessary,” says Mr. White. “Our 
display islands and wall shelving are substantially 
the same now as three months ago, but before we put 
up our signs, many customers were reluctant to pick 
up an article and take it to the check-out. 

“This was apparently so because they thought they 
might be accused of shoplifting. Since placing a 
prominent sign, reading, Please serve yourself and 
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Small items are placed in a 
paper sack, which is stapled 
shut by salesman who writes 
total price on it. 


take your selection to cashier at front of store, we 
find that customers are no longer hesitant to wait on 
themselves.” 

Items must be distinctly priced, of course, if cus- 
tomers are to serve themselves. This was no particular 
problem with large articles, comprising about 90 pct 
of the Todd Hardware’s stock, and which could be 
individually priced. 

The store’s problem was with the remaining 10 pet, 
the small items which are usually displayed in com- 
partments, which are priced. A solution had to be 
found which would enable servicing these small items 
quickly and conveniently so that the customer and the 
cashier would not lose time at the check-out. 

That problem was solved by having the sales clerk 
waiting on the customer place those items, which Mr. 
White believes can never be self service, in a paper 
sack, staple the sack shut, and write the total price 
on it. 

Staplers for this are mounted at several convenient 
wall locations in such a way that the salesman doesn’t 
have to pick up the stapler. He merely inserts the top 
of the sack in the stapler, and punches the handle. 

Though his store is now a self-service operation, 
Mr. White observes: “This does not mean that we have 
eliminated any of our selling services, nor that we 
have even curtailed them to the slightest extent. We 
believe them to be absolutely essential in order to sell 
many items, and that we would lose many customers 
if we abandoned those services. 

“But where those services are not required, we want 
to make it just as easy as possible for the customer to 
wait on himself. Even where selling services are given, 
our quick service will save time for both salesman and 
the customer. 

“Under our former, conventional method, when the 
sale was concluded, the salesman had to take the mer- 
chandise to the wrapping counter, wrap it, and engage 
in a certain amount of small talk. 

“Such talk is certainly not objectionable under many 
circumstances. In fact, it helps make friends for a 
store. But it does net accomplish any such purpose 
when there are others to be waited on. 
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“The procedure, now, with service sales is for the 
salesman to direct the customer to the cashier’s desk 
as soon as the merchandise has been selected. Instead 
of escorting the customer to the counter, and then 
returning, the salesman now can turn immediately to 
the next customer and start selling again.” 

Since the Todd Hardware operates two stores, one 
in West Bremerton, and the down-town self service 
store, the ordering, pricing and stock control for both 
have been integrated into one system. 

The West Bremerton store has the most space, and 
a full basement. Consequently, it became the central 
receiving depot, though all the paper work is cleared 
through the down-town store. 

In each of the stores, shorts and outs are entered 
in a conventional want book from which the reorders 
are written. But if there is extra stock of a needed 
item in one store, it is transferred to the other. 


Uses Central Stock Delivery Point 


All incoming merchandise is received at the West 
Bremerton store. For convenience, the down-town 
Bremerton store has been designated as Store A, and 
the other as Store B. 

Since merchandise must belong to one of the stores, 
each shipment is assigned in its entirety, by Mr. White, 
to either. The invoice is then stamped.A or B and the 
selling price is entered next to each item. 

Both store managers see the invoice. If Store B 
manager needs items that arrive on a Store A invoice, 
he enters them on a special stock transfer card, which 
is stapled to the invoice. Both go to the receiving 
room, which is at Store B, where the shipment is 
sorted for distribution. As the merchandise is un- 
packed, the selling price is marked on it. 

The stock transfer cards were made up especially 
for the Todd Hardware and consist of ruled columns 
on a 4x6-in. file card. The columns are for entering 
the quantity, dozen or each, items description, cost, 
and extension. 

Cards are in two different colors, one for each store, 
but are otherwise identical, except that one is marked 
Store A, and the other Store B. 
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Better Display - - - Greater Sales 


How a firm which moved into a new and modern store in 
1950 made numerous changes for showing more merchandise. 
Some changes created condensed but improved departments 


Is your store modern? Does it provide all the dis- 
play space you need for all the lines you want to 
properly display? 

The Larsens of Belle City Hardware in Racine, Wis., 
moved into their new and larger store in 1950. In a 
short time Adolph Larsen and his son, Bill, tripled 
volume. 

But they soon found that they had numerous dis- 
play problems with which to contend. Recent remodel- 
ing has ironed out some of the display kinks. The 
process has involved expansion of some displays, con- 
densing of others, plus some relocation. Some lines 
were eliminated. 

When the present quarters were first occupied, wheel 
goods was alloted larger space than in the old store. 
But with the larger stock many youngsters rode bikes, 
velocipedes and coaster wagons all over the store to 
bump into customers, mar fixtures and otherwise cre- 
ate problems. Wheel goods were shown on the store 
floor level. 

Now these units are shown on a 5x16-ft island, 15 
in. high. A strip of molding around the edges keeps 
wheels from rolling off onto the floor. Thus held in 
place the wheel goods stock is less subject to improper 
handling. Each unit on display is also at a higher 
level for easy inspection, a convenience to customers. 

An additional display spot for wheel goods, includ- 
ing fire engines up to $50 each, was arranged against 
a window backwall. A shelf 15 in. high, 15 in. wide 
and 12 ft long, with wooden molding along the edges 
was built to show four major wheel goods items. 

Mr. Larsen says, “This type of display has helped 
us increase our volume in wheel goods, and cut down 
on damage and annoyance. If I invite a youngster, 
accompanied by his parents, to try out a wheel goods 
item, I lift it off the platform myself and let him try 
it out.” 

Mr. Larsen shows these toys on the platform for 
one or two weeks in the summer, much of the fall, and 
from Oct. 15 until Christmas. He also uses the 5x16-ft 
platform for showing power and hand mowers. Mower 
display on this platform has the same advantages as 
the showing of wheel goods. 

The store, of which the Larsens were so proud, did 
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not have sufficient room for adequate display of plumb- 
ing supplies. 

A special top for one of the store’s island units is 
now used to show short lengths of pipe in four tiers. 
The ends of the pipe are visible on either side of the 
island. Pipe sizes, and lengths, are indicated on a 
sign on the bins. 

Other plumbing supplies are shown in flat bins on 
the island. Some smaller parts are shown in jars at 
one end of the island. Because of its height and the 
large quantity of merchandise shown on this special 
display, considerable attention is attracted to it. 

Toilet seats and other bulky bathroom items are 
shown on a wall display near the island. 


Aids Power Tool Selling 


Power tools have been moved from the front of the 
store, just inside a window display to a rear-of-the- 
store location to provide greater display and demon- 
stration area. The Larsens find that many men like 
privacy when being shown the operating principles 
of power units. And there is less distraction from 
people making inquiries about other merchandise. 

An outside power tool salesman is employed to visit 
homes and factories. His calls result in many sales of 
these and other lines offered by the firm. 

Basement space formerly divided between toys, a 
limited line of housewares and some appliances is 
now given over chiefly to housewares—both utility 
and fancier types of home lines. A rear section of the 
basement has been converted into an attractive dis- 
play for pictures, lamps and other home decoratives. 
Increased space for lamps and pictures has helped to 
greatly improve volume in these lines. 

“Customers’ tastes,” observes Adolph Larsen, “are 
subject to constant changes. We study trends and try 
to take advantage of them. We have no favorite lines, 
and are willing to experiment with display and adver- 
tising to build our volume and profits.” 

Belle City Hardware uses both newspaper and radio 
advertising to tell its message to the residents of the 
highly industrialized area it serves. The firm has six 
employees. 
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Special display unit topping an island for showing short 
lengths of pipe. Small plumbing items are in glass jars. 





Wall display of toilet seats, towel bars, tumbler holders 


and miscellaneous lavatory needs. 





Beverage and snack items are shown on four-tier glass 
shelving and in special holders set in wall. 
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This 5x16-ft island shows juvenile wheel goods for easy 
inspection, while preventing removal by youngsters. 





Adolph Larsen and an employee arranging a power tool 
display in department's new location. 


Lamps and framed prints are shown in gift shop manner 
on this wall section of the remodeled store. 
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Exterior of shopping center branch with outdoor display section. 


Caters to Rural and 


City Hardware Trade 


Careful attention to the widely © 


diversified hardware and related 
line needs of its rural and city 
trade has enabled the Falls 
Church, Va., branch of Meenehan’s 
Hardware to double its volume in 
two years of operation. 

To better serve its garden trade, 
the Falls Church unit in the Wil- 
liston Shopping Center at 6447 
Arlington Blvd., has an outdoor 
lawn and garden display adjoin- 
ing the 70 x 150-ft store. Part of 
the fenced-in area is covered by a 
canopy, under which there is am- 
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Combines selling of modern hardware 
lines and seldom requested goods in 
serving diversified types of demand 


ple electric lighting for night-time 
selling. The covered portion of the 
outdoor sales area is used to dis- 
play and store galvanized ware 
and other bulky items. 

Colonial style lamps on the gate 
posts of the fenced-in outdoor dis- 
play are eye-catchers and sales- 


builders. During the spring and 
summer months, the store’s shrub- 
bery and plant sales are aided by 
plantings on the inner side of the 
fence. Lawn and garden furniture, 
outdoor grills and other warm 
weather outdoor items are dis- 
played under the awning. 
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Swings and other outdoor gym 
equipment are displayed in the 
open ‘area. These serve to adver- 
tise the equipment, and also as a 
means of occupying the time of 
youngsters whose parents are 
shopping in the store. 

Another section of the branch 
of interest to youngsters and their 
parents is the 52-week toy and 
wheel goods displays in a front- 
of-the-store location. A penny gum 
machine with charm favors is an- 
other magnet for children. 

The store’s staff includes four 
full time salesmen, and two men 
and two high school boys working 
on a part-time schedule. All mem- 
bers of the store staff sell in each 
of its departments, but three of 
the men are specialists—one in 
metal lines, another in garden 
goods and the third on paint and 
related merchandise. 


Stocks Wide Variety 


Herbert Ball, associated with 
Meenehan’s Hardware for eight 
years, manages the Williston shop- 
ping center branch. 

William Blair, assistant man- 
ager of the branch, says, “Many 
customers visit this store to buy 
merchandise not easily obtainable 
elsewhere. We take pride in carry- 
ing a wide variety of merchandise 
for city and rural dwellers.” 

From the firm’s main store at 
2004 14th St., N. W., Washington, 
D. C., a quantity of sad-irons with 
wooden handles was _ obtained. 
These were offered at the Falls 
Church branch for use as door 
stops, suggestions as to decorative 
effects that could be applied being 
made. Long after the last of the 
irons was sold for decorative pur- 
poses, women continued to inquire 
at the store for more of them. 

Right after cessation of World 
War II hostilities a quantity of 
German knives was found to be a 
poor seller. These were given good 
displays at the Falls Church store, 
the main store and the George- 
town unit, and became fast sellers. 

Dog goods are prominently fea- 
tured in their own section at the 
Falls Church store, the firm offer- 
ing one of the most complete de- 
partments of this type in the area. 
Many customers who exhibit dogs 
at kennel shows are frequent visi- 
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MEENEHAN'S HARDWARE 


Established 1923 
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HOUSE FURNISHINGS 
Plumbing - Electrical Supplies 


Tools for All Trades - 
DELTA - BLACK & DECKER 
PORTER CABLE - STANLEY 


Power & Hand 











~~ IN GEORGETOWN 
3241 M. ST., N.W. 


HOURS Mon. Thru Fri. 
8 - 5:30 P.M. Sat. 8 - 1 PLM. 


WILLSTON SHOPPING CENTER 





JOHNSON OUTBOARD MOTORS 


Complete Line of Garden Supplies 


2004 14th ST. N.W. 


wn ys 2 fies. Thru Fri. ; 
0 P.M. Sat. 6-1 P.M. E 


CHARGE ACCOUNTS 
DELIVERY SERVICE 


NO rth 7 
6300 








14th 4 YoU N. W. 


6447 ARL. BLYD. 
FALLS CHURCH, VA. 


HOURS Mon. Thru Fri. 
10 A.M. - 9 P.M. SAT 9-6 P.M. 


JE fferson 3 
3888 








Classified phone book features three stores. 





Part of 52-week toy section at Virginia branch. 


tors to the department. Collars, 
lead sets, harness, name plates 
and dog-grooming items are par- 
ticularly active items. 


Badminton, fishing and croquet 
equipment are in heavy demand 
among the suburban dwellers. 

(Continued on page 56) 
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Assistant manager Al 
Tellez helps count a 
day's peso receipts. 





Hardware Merchandising 
On The Mexican Border 


How a California Hardware firm's staff copes with for- 
eign tongues and currency to sell customers from Mexico 


South of the border is more than the title of a song 
to Imperial Hardware’s branch store in Calexico, 
Calif. It is the location of a huge market for the 
firm’s merchandise. 

Despite customs regulations, currency differences 
and language barriers, Imperial Hardware caters to a 
market of 145,000 Mexican nationals living in that 
nation’s free port and state capital of Baja California, 
Mexicali—south of the border. 

Norman J. Hindle, manager of the firm’s border- 
city store says, “About 75 pct of our store traffic and 
business is with Mexicans. We judge about 45,000 of 
them come into Calexico rerlarly on crossing cards. 
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“We maintain a warehouse right in Mexicali, called 
Ferreteria (Hardware) Internacional to conform with 
all Mexican government regulations. Our Mexicali 
warehouse has three Mexican registered trucks. From 
the Calexico store, we deliver direct through the line 
about six truck loads of merchandise each week. Dur- 
ing Christmas and other special seasons we sometimes 
deliver as many as six loads of hardware and related 
lines across the border.” 

Most of the branch’s business with Mexican people 
is with professional and higher-than-average working 
classes in Mexicali. The incomes of these people are at 
a fairly high level. 
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Shipment through the Mexican designated free-zone 
enables eitizens in that area to buy any amount of 
American merchandise for their own use, and take 
it there duty-free. 

Acting as its own licensed export agent, Imperial 
Hardware can send what it wants into Mexicali 
through the regular customs channels. The firm was 
among the first American companies in Calexico to do 
business with citizens of Mexicali on a large scale. 

Of 800 regular statements sent out each month by 
the store, 700 are to individuals. or firms in Mexicali. 


Part of the store's main floor, many items being on open tables. 


The American way of doing business—one price to 
all buyers of the same type—attracts many Mexican 
people, according to Mr. Hindle. He says, “Mexican 
people will go a long way to buy merchandise at a 
specified price. Some of their own merchants quote a 
high price and then the customer argues with them to 
cut the quotation to a lower figure. 

“The Mexican public is very brand conscious, but 
not price conscious with respect to a recognized prod- 
uct. We use about 100 radio spots each week, and use 
large ads at least twice a week, in Spanish, in the ABC 








Port of entry between Calexico (U. S. A.) and Mexicali. The American 
town has a population of 7,000, the Mexican city has 90,000 residents. 
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Customers from Mexicali examining crystal-ware display 
at the store. A good variety is offered. 





Men from across the border waiting to purchase a wide 
variety of merchandise. 
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—largest paper in Mexicali. We get the sales benefit 
particularly in major appliances and furniture lines 
we handle.” 

Merchants in Mexicali wishing to sell to people on 
the American side of the border, have to have a special 
Mexican staff, and use the services of a specified agent. 
And there is no credit bureau in Mexicali. 

For every truck order sent across the border, Im- 
perial Hardware makes out its own export papers, 
charging Mexicali residents $2 for delivery. 

On credit transactions the firm must honor the 
custom of many Mexicans in the agricultural field of 
paying bills at the end of a crop season. Thus many 
of these customers will visit the store to settle fairly 
large accounts. 

Mexicans use 5, 10 and 100 peso notes, and some 
silver Mexican coins, to make their cash purchases or 
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long-term settlements. The store accepts 8.65 pesos 
for every dollar, 100 pesos being worth $7.50 in Ameri- 
can money. At every cash register, a full list of the 
peso exchange rates up to $200 is pasted. 

Each sales person handles his own change and uses 
his own drawer. At the end of the day, he totals pesos, 
converts the figure into American dollars, and makes 
his daily cash report. 

To cope with the language problem—many Mexicans 
being unable to speak English—32 employees of the 
Calexico store are naturalized citizens of Mexico. Mr. 
Hindle and four native-born Americans also serve 
trade from Mexico. The only one of the five Ameri- 
can-born people in the store unable to speak to the 
Mexicans in their own language is the head office girl. 

Manager Hindle, who has spent much of his life 

(Continued on page 74) 
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Good things go together! 


Old-renowned Penn Hardware of Reading\Pa. and 
Akron Hardware have combined their skiX and 
resources into a single, smooth-working operatidn. 
‘ 

\ 


What does this mean to you? Just this: 


A complete streamlining and modernization of the 
Penn line of builders’ hardware . . . now housed in 
a brand new, specially equipped plant for the manu- 
facture of locks. 


It also means that there is now available to. Akron, 
Forgecraft and Penn customers the addition of 
each others lines — under one powerfully geared 
merchandising policy. 


Together, it foretells a bright future for our many 
customers. A future star-studded with promise of 
greater values in fast-moving merchandise from 
Penn-Akron to you... from you to your customers. 


PENN-AKRON 


HARDWARE CORPORATION 
WOODSIDE 77, NEW YORK 


Builders Hardware Since 1877 














Vice-president Lundeen and Miss Twito, giftwares buyer, 
at one of the store's attractive giftwares displays. 


Giftware Selling 





* ee 


Miss Lindgren of the giftwares department at the front- 
of-the-store check-out, a like unit being at the rear. 


Remodeling for Better Display, 
Quick Service Builds Gift Sales 


How a Minnesota hardware store profits in its gift sales with 
glamourized display encouraging more browsing by shoppers 


When a woman wants prompt service, or wishes to 
browse, the giftwares section at the Town & Country 
Hardware store in Edina, Minn., is set up to comply 
with her wishes. 

Like other departments, the gift section is arranged 
to encourage self service. 

Primarily to take care of peak period sales, the firm 
began last year to encourage more customers to serve 
themselves in all departments. Customers like the 
new arrangements, the firm is profiting through 
greater purchases with less service, and giftwares 
account for more than 18 pet of the store’s gross vol- 
ume, although occupying less than 15 pet of the dis- 
play space. 

Complete departmentalization included separation 
of housewares and electric housewares from gift- 
wares. Now there are six departments: 1—toys; 2— 
gifts; 3—-housewares; 4—sporting goods; 5—paint, 
yeneral hardware. The giftwares department 
dinnerware, crystalware and 


and 6 
includes 
woodenware items. 

Two check-out counters were installed—one near 
the entrance at 3916 W. 50th St., the second at the 


glassware, 
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entrance opening onto the firm’s rear-of-the-store pri- 
vate parking lot. 

Throughout the store are neat signs, black letter- 
ing on green background, reading, “Town & Country 
Hardware Co. For quicker service, we invite you to 
make your own selections. Use check-out units.” 

At other times, sales clerks ring up their own sales 
using individual drawers in each register. 

Register receipts indicate the department for each 
item and its selling price. All merchandise is price- 
marked, the tag or sticker also indicating the number 
of the department. 

A special gift-wrap station is part of the giftwares 
department. Neat gift wrapping material is used on 
all gift items, at no extra cost. For items priced at $5 
or higher plain gift boxes are provided with a choice 
of six colors of ribbon. At Christmas time two girls 
are assigned to giftwrapping service. 

The giftwares section offers merchandise priced 
from 59¢ to $50, with best selling items priced under 
$10. Sixteen-piece dinnerware sets are offered in sev- 
eral patterns and grades with prices ranging from 
$5.98 to $10.95. 
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Gift displays go right to edge of window with wide aisle 
running parallel to it to encourage browsing. 


Interior of gift-wrap counter with framed display visible 
from front and back of unit. 


To obtain greater display space tables were rear- 
ranged, and a framed display was put behind the 
gift-wrap unit. Glass shelving in the frame permits 
customers to look through that unit into other depart- 
ments. 

Four shadow box units on the side wall are equipped 
with adjustable glass shelving to permit showing of 
varied gift lines in an eye-catching manner. 

The giftwares department extends right into one of 
the store’s visual-front windows with some of its mer- 
chandise always on display in that section to attract 
more women shoppers. Items are grouped by types, 
all milk glass in one unit, ebony glass in another. New 
items are shown on a table, just inside the window, 
or on the low and narrow base. 

The store serves a wide trading area, and numbers 
among its customers entire families in upper and 
middle income brackets. Since the present layout was 
established for the gift section, it is not unusual for 
men customers to wander into that section after pur- 
chasing tools and hardware to browse and sometimes 
pick up items for their wives on impulse. 

Of the new layout, and its effect on giftwares sales, 
C. H. Lundeen, vice-president of the company, says, 
“We note that more customers are serving themselves, 
particularly during busy periods. Some customers like 
to be escorted to the check-out tables even when cash- 
iers are on duty, and receive that courtesy.” 

Manager and buyer of the giftwares section is Miss 
Sylvia Twito, who is assisted by three saleswomen, 
the store’s complete sales staff numbering nine. AI- 
though the department stresses quality rather than 
price, there are instances when the firm will meet com- 
petitive prices. All merchandise in department displays 
has plainly marked prices, but items shown in the 
visual-front window are displayed without them. This 
policy is followed to encourage window shoppers to 
come in and make specific inquiry about these items. 

Although every effort is made to increase the num- 
ber of self-service transactions the store continues to 
advertise as “the store of service.” 

Town & Country Hardware is headed by F. N. Row, 
president. He and Mr. Lundeen are assisted by a 
staff of nine salespeople, one bookkeeper and a five- 
man service department. 





Gift department wrapping counter adjoins two shadow 
boxes, small table and framed glassware display. 





l 


Corner of gift section with little usable 


but with ample room for visitors to cir yte, 
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Today more people are caster-con- 
scious than ever before. 

This TV age makes it essential that 
furniture be easy to move. More and 
more people want furniture that can 
be easily rearranged. These are just 
two of the reasons for the increased 
caster demand. 

So make sure you have the easy-roll- 
ing, quiet Bassick “Diamond-Arrow” 
and “Diamond-Dart” Casters on hand. 
They're sure to satisfy ... because 


they’re the most efficient ball-bearing 


swivel casters made. 

Get the full advantage of today’s big 
demand by displaying Bassicks on 
your counter. Ask your jobber for 
this Bassick Display 
(HD-10) if you’re not 
already using it. 

THE BASSICK COM- 
PANY, Bridgeport 2, 
Conn. In Canada: 


S&B Belleville, Ont. 
Bassick 
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Caters to Rural and City | Coleman Distributors 


Hardware 
(Continued from page 49) 
Home repair lines are featured 


for the do-it-yourself fans, with 
paint a good volume and profit 
builder. 


The store has gray plastered 
walls, brown asphalt tile floor 
covering and is well lighted with 
fluorescent equipment. 

Island displays are constantly 
changed to give the store an ever 
fresh appearance. When a new 
display is placed on one of these 
units, it is completely stripped and 
given a thorough cleaning. 

Meenehan’s main store in Wash- 
ington, D. C., was opened in 1923, 
its Georgetown branch at 3241 M 
St., N. W., having been established 
at that iocation about 15 years 
ago. Most of the heavy repair 
work done by the firm is handled 
at the main store. 

A §x4-in. ad with drawings of 
each of the three store fronts is 
used in classified telephone books. 
Paint, hand and power tool, and 
outboard motor brand names are 
featured in the ad, as well as tele- 


phone numbers, addresses and 
store hours for each of the three 
units. 


Three sons of John F. Meene- 
han, Sr., founder of the business, 
are active in the firm. John, Jr., 
and Vincent are in charge of the 
main store. Frank Meenehan man- 
ages the Georgetown unit. 
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"Have you got one that points the 
other way? I'm right handed.” 





Alabama 
Alabama Appliance Co., Inc 
First Ave. N. at 13th St 
Birmingham 
Arkansas 
Gunn Distributing Company, inc 
600 E. Markham St., Little Rock 
California 
The Coleman Company, Inc 
6506 S. Stanford Ave 
Los Angeles 
The Coleman Company, Inc 
195 Rhode Island St 
San Francisce 
Colorado 
B. K. Sweeney Company 
1601 Twenty-third St., Denver 
Connecticut 
Roskin Distributors, Inc 
275 Park Ave., E. Hartford 
D. Cc. 
Mid-Atlantic Appliances, Inc 
2046 W. Virginia Ave, NE 
Washington 
Florida 
Pearce & Johnson, Inc 
218 E. Bay St., Jacksonville 
J. D. Johnson Company 
16 West Gregory St., Pensacola 
1. W. Phillips & Company 
Morgan & Bell Sts, Tampa 
Georgia 
Appliances, Incorporated 
501 Stewart Ave, SW. Atlanta 
IMinois 
Robert Barclay, inc 
1234 W. Fulton St., Chicago 
Triangle Industries Corporation 
600 W. Adams St., Chicago 
The Crum Distributing Company 
732 N. Monroe St., Decatur 
Hardware Products Company 
Sterling 
Indiana 
Femco Corporation 
1825 W. Main St., Fort Wayne 
Central Supply Company 
210 S. Capitol Ave., Indianapolis 
Femco, Incorporated 
1503 Prairie Ave., South Bend 
lowa 
G. J. Timmermann & Company 
114-116 Western Ave 
Davenport 
Sidles Company 
8 Seventh St., Des Moines 
Kansas 
Siebert & Willis, Inc 
149 North Rock Island, Wichita 
Kentucky 
Valley Distributing Company 
912 Baxter Ave., Louisville 
Louisiana 
Waither Brothers Company, Inc 
1722 Poydras at Willow St 
New Orleans 
Maine 
Nelson & Small, inc 
68-78 Union St., Portland 
Maryland 
United Supply Corporation 
2600 N. Howard St., Baltimore 
Massachusetts 
Bigelow & Dowse Company 
PO. Box 95, Back Bay Station 
Boston 
Michigan 
Semmier Wholesale Supply Co 
5100 St. Joan, Detroit 
Buhi Sons Company 
246 Grandville Ave, SW 
Grand Rapids 
Semmier Wholesale Supply Co 
1840 Sheridan, Saginaw 
Minnesota 
Marshall-Wells Company 
P.O Box 39, Lake Ave. South 
Duluth 
Marshall-Wells Company 
640 N. Prior Ave., St. Paul 


Missouri 

Columbian Electrical Company 
2603 Grand Ave., Kansas City 

Hollander & Company, Inc 
3900 W. Pine Bivd., St. Louis 

General Wesco Distributing Co 


521 N. Jefferson, Springfield 


Montana 
Marshall-Wells Company 
1300 E. 6th St., Billings 
Nebraska 
Sidies Company 
502 S. 19th St., Omaha 
Nevada 
Osborne & Dermody, inc 
253 Chestnut St., Reno 
New Mexico 
Albuquerque Lumber Company 
501 N. First St., Albuquerque 
New York 
Roskin Brothers, Inc 
1827 Broadway, Albany 
Lee Distributing Company 
845 Washington, Buffalo 
Jericho Plumbers Supply Co 
Jericho Turnpike (Rt. 25 
Centereach, Lj 
Roskin Brothers, inc 
115 Wisner Ave., Middletown 
O'Donnell Heating & Air 
Conditioning Co., Inc 
348-382 W. Fayette St. Syracuse 
North Carolina 
Shaw Distributing Company 
205 W. First St., Charlotte 
Ohio 
Hughes-Peters, Inc 
1128 Sycamore, Cincinnati 
The Shuler Radiant Company 
2114 Woodland Ave., Cleveland 
Hughes-Peters, Inc 
111-117 East Long St., Columbus 
The York Supply Company 
531 E. Third St., Dayton 
The Joseph B. Smith Company 
1945 Franklin Ave., Toledo 
Oklahoma 
Dulaney's 
825 N.W. Second St 
Oklahoma City 
Oregon 
Marshall-Wells Company 
1420 N.W. Lovejoy, Portiand 
Pennsylvania 
The Coleman Company, Inc 
133-143 W. Hunting Park Ave 
Philadelphia 
Anchor Distributing Company 
955 Liberty Ave., Pittsburgh 
Rhode Island 
Lenz-Knight Company, Inc 
80 W. Exchange St, Providence 
South Dakota 
Power City Radio Company 
209 S. First Ave., Sioux Falls 
Tennessee 
C. M. McClung & Company, Inc 
501-509 W. Jackson Ave 
Knoxville 
McGregor’s, Incorporated 
1071 Union Ave., Memphis 
Radio and Appliance Corporation 
No. | Cummins Station 
Nashville 
Texas 
Amarillo Hardware Company 
600-22 Grant St., Amarilio 
Radio City Distributing Company 
720 S. Austin St., Dallas 
W. G. Walz Company 
500 San Francisco St., El Paso 
Edwin Flato Company 
914 Calhoun Road, Houston 
Straus-Frank Company 
301 S. Flores St., San Antonio 
Utah 
Strevell-Paterson Hardware Co 
126 S. W. Temple, Salt Lake City 
Vermont 
W. C. Landon & Company 
21 Evelyn St., Rutiand 
Virginia 
R. F. Trant, Inc 
924 W. 2ist St., Norfolk 
Washington 
Marshall-Wells Company 
1258 First Ave., South, Seattle 
Marshall-Wells Company 
131 E. Main St., Spokane 
West Virginia 
Van Zandt Supply Company 
1123 Fourth Ave., Huntingtor 
Wisconsin 
Wisconsin Heating Distributors 
1518 E. North Ave., Milwaukee 


Comfort costs so little 
with a 


OTT 
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oe | | Get your share of the heater traffic in 


— the big selling season that’s just ahead 


smith Company 
Ave., Toledo Hop aboard—and enjoy the money-making benefits of this 

a fast-moving, profit-building Coleman promotion. It guarantees 
, i the buyer comfort indoors and out with (1) ANY heater in the big 
ae z Coleman line and (2) free gift of Wool o’ the West blanket. 

ae aaron Coleman dealers share comfort in the eztra profit this promotion 
i : delivers—with a merchandising program nationally backed 
nting Park Ave by the factory and a nation-wide distributor setup. Get in touch 
with your distributor for all the facts. See column at right. 
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Bigger Margin? 


_.. you can get it by using pricing psychology 


Luther Stein draws on 44 years of hardware merchandising 
with timely ideas on how dealers can improve their profits 


If you are one of the many hard- 
ware dealers who wants to widen 
the gap between the cost of mer- 
chandise laid down in your store 
and the price you get for it over 
the counter from your customers, 
here is a suggestion that will help 
you get this bigger gross profit. 

The suggestion deserves careful 
consideration. It comes from a 
man with almost half a century of 


Luther R. Stein. .... 


experience in hardware merchan- 
dising. He is Luther R. Stein, who 
retired recently from Belknap 
Hardware & Mfg. Co., wholesaler 
in Louisville, Ky. Mr. Stein joined 
that company in 1910. He was a 
vice-president and general sales di- 
rector since 1925. 

Mr. Stein’s suggestion is this: 
cast aside traditional mark-up prac- 
tices, consider the appearance and 





Dealers problems of the future still interest Luther R. Stein 
upon retirement from Belknap Hardware & Mfg. Co. Mr. 
Stein joined Belknap in 1910 as an assistant buyer, was New 
York representative in 1914, northern division sales director 
in 1919, director of the company in 1919, vice-president and 


general sales director in 1925. 


customer appeal of the merchan- 
dise and apply pricing psychology. 

Another suggestion for dealers 
is: Follow markets and when prices 
rise, reprice the merchandise you 
have in stock. 

Both suggestions are character- 
istic of Mr. Stein. So was the cir- 
cumstance in which they were 
made. 

Mr. Stein long has been an advo- 
cate of aggressive, sound merchan- 
dising methods, and of dealers 
studying their situations to make 
positive moves to improve their 
position. He has expressed his 
opinions in letters to and in con- 
versations with individual dealers, 
in addresses delivered at dealer 
conventions and in brochures he 
has written and circulated to the 
trade. 

Mr. Stein was asked by HArp- 
WARE AGE his opinions about the 
past and the future during a recent 
interview at the time he announced 
his retirement. 

When a man has gone through 
two world wars and a localized war 
with their problems of shortages 
and rationing, plus the country’s 
deepest depression, periods of in- 
flation and _ post-war prosperity 
based on a seller’s market there 
seems to be only one way to begin 
an interview. It would be natural 
to assume that the man would 
have some interesting observations 
to make, some lessons to draw from 
his past about merchandising. 

This is a wrong assumption, as 
far as Mr. Stein is concerned. He 
was not as much interested in 


(Continued on page 62) 
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Hardware dealers from coast to coast are putting LIFE to 
work in their stores on a full-time basis. They’re discovering 
that calling attention to LIFE-advertised products increases 
customer interest—and sales. 





Listen to some California retailers: 


**We are reputed to have an unusually complete stock of hardware. 
We attempt to see that our stock is composed of as many national 
brands as possible. We are particularly interested in LIFE-adver- 
tised products and tie them in with LIFE promotional materials 
wherever feasible. Sales results are always felt when we do this.” 





ALBERT C. QuANDT, JR. 
Quandt’s Hardware Co. 
Santa Monica, Calif. 


**Tying in with LIFE is a natural for us because so many of our 
customers are LIFE readers. When we call to their attention the 
fact that products in our displays are featured in LIFE, many of 
them recognize the products. The prestige of LIFE advertising pays 
off in more sales for us.” 

J. E. FAULKNER 
Beverly Hardware Co. 


Beverly Hills, Calif. 


**LIFE-advertised products are wonderful for us. Using LIFE tie-in 

pieces is another way of showing our customers that we here at 

Evans Hardware carry the famous, nationally advertised brands 
of merchandise.” 

Nep Evans 

Ned Evans Hardware 

Santa Monica, Calif. 


The way LIFE sells hardware 
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when LIFE’s a selling partner! 


Look how retailers across the 
country make LIFE their silent 
salesman 


Sony 
~— 


Badger Paint & Hardware Co., 





Milwaukee, 


Wisconsin 








Foley Brothers, Houston, Texas 





Sells hardware men on 


9 Rockefeller Plaza, N. Y. 20, N. Y. 
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Shaker Heights Hardware Co. 
Shaker Heights, Ohio 


- 


Arcadia Hardware Co., Arcadia, California 


First in circulation 
First in magazine audience 
First with advertisers 
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sell package convenience 
to the 


“do-it-yourself” market 


| wits a LAWRENCE 


x $eT 


hardware selector 
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impulse sales Solve your small-unit sales problems 
with a Lawrence ‘Fix-Set’ Hardware 
Selector. Get quick sales . . . quick 
profits . . . rapid turnover on fifty- 
six different, popular-priced hard- 
ware items. No packages to open... 
nothing to count... nothing to wrap 
. no stock to put back. 
A Lawrence “Fix-Set’” Hardware 
Selector saves your selling time. Buy 
one to-day from your nearest 
hardware wholesaler or write direct. 
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LAWRENCE BROTHERS INC. 


BUILDERS HARDWARE SINCE 1876 
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Bigger Margins? 
(Continued from page 58) 
talking about what had happened 
as he was in considering the future. 

When the past was put aside and 
Mr. Stein was asked about the fu- 
ture and what problems confront 
hardware dealers, he warmed to his 
subject. 

The need for more gross profits 
and for conserving of capital were 
mentioned by Mr. Stein. As rem- 
edies for these situations he sug- 
gested pricing psychology and re- 
pricing merchandise in stock. 

Then he spoke of the need for 
better salesmanship. He suggested 
dealers and their salesmen present 
to customers first the top quality 
merchandise, then to present lower 
priced merchandising if necessary. 
He suggested also that they find 
out what the customer intends to 
do with the merchandise wanted, 
and to suggested related items. 
Mr. Stein also points out a sig- 
nificant change in the market for 
top-quality hand and power tools. 

Pricing psychology, Mr. Stein 
points out, eliminates a fixed 
across-the-board margin for all 
numbers in a line. 

The margin on the fast-moving 
numbers in a line may not be the 
best margin for the slower moving 
numbers. In fact, he suggests it 
might be advisable to increase the 
margin on slow movers in order to 
get a better margin over the entire 
line. 

“The dealer has the job of care- 
fully, scientifically pricing his goods 
rather than applying traditional 
mark-ups,” Mr. Stein points out. 

To keep the record straight, Mr. 
Stein’s suggestion does not mean a 
dealer can hike mark-ups by some 
fantastic figure just because he 
wants, or thinks, he can get a bet- 
ter margin. 





W hat Is Pricing Psychology? 


Pricing psychology is explained 
in an article entitled ‘Which Price 
Sells Best?" that was published in 
HARDWARE AGE issue of Nov. 
26, 1953, beginning on page 33. 

A pricing guide was included 
with this article showing which 
prices are used most frequently by 
retailers. 
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What Mr. Stein is talking about 
is taking advantage of the few 
pennies on this item, a few more 
on another item where such an in- 
crease can be justified by the ap- 
pearance or utility of the merchan- 
dise. 

Giants ef the merchandising field 
have long followed this practice. 
They know that merchandise can 
be priced too high, and it can be 
priced so low that it repells sales. 
Somewhere along the line there is 
a price that attracts maximum 
sales and the best profit level. 

Mr. Stein dipped into his mem- 
ory for an_ illustration of his 
point. 

A certain state, years ago, pro- 
posed to tax retail sales. The tax 
was to be levied on and paid by the 
retailer, not by the customer. 

Mr. Stein suggested pricing psy- 
chology to a leading dealer in that 
state as a means of increasing the 
gross to compensate for the pro- 
posed added tax burden. 


Tell the Tax Story 


The dealer explained the situa- 
tion to his sales staff one evening 
and asked the salesmen to go 
through their departments the fol- 
lowing morning and report what 
items could be increased by how 
much. : 

The staff suggested an astonish- 
ing number of items that could be 
raised a few pennies—from 25¢ to 
29¢, from 70¢ to 74¢ and so on— 
to more than offset the proposed 
tax burden. 

“What about fair-traded mer- 
chandise?” Mr. Stein was asked. 

“Manufacturers will have to 
change their concepts of adequate 
margins needed by dealers and 
wholesalers,” he replied. 

“What about the customer shop- 
ping around, comparing prices and 
becoming aware that merchandise 
in one store might be a bit higher 
than comparable merchandise in 
another?” Mr. Stein was asked. 

“Dealers too often think cus- 
tomers know as much about the 
hardware business as they do,” Mr. 
Stein countered. 

“Customers patronize a store be- 
cause of that intangible something. 
They patronize one store over an- 
other because they like the mer- 
chandise, the atmosphere, the sales 


(Continued on page 70) 
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seil package convenience 


sell LAWRENCE series 4500’ 


sliding door hardware in 


PACKAGED SETS 


NO PARTS TO GATHER 


NO INVENTORY PROBLEMS 


NO HANDLING COSTS 


NO PRICING ERRORS 





NO MISTAKES 





~ 
™ ~ 


You're selling package convenience to your customer 

and for yourself when you stock the Lawrence series 

“500” line. 

faster . . . and less costly. Even the newest clerk . 

can't go wrong if size of opening and number of * 

doors is known. There's no complicated catalog 

“research” to do. 

oo 0) See ee : 
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' 


“How wide is the opening and how many doors?” . . . 
then reach for the package. You're right, the first time. 





Customers appreciate a quality product that insures 
years of smooth, trouble-free operation, too. 

They'll be happy to buy. It's a pleasure for you to 
sell. That's all-round satisfaction . . . the Lawrence 
way. Call your nearest wholesaler or write direct. 





It's packaged to make your selling job easier... 
STERLING, ILLINOIS 
BUILDERS HARDWARE SINCE 1876 
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Texas Wholesalers’ Convention 





Profit Squeeze Dangers 
Weighed by Texas Wholesalers 





Fred W. Heitmann of F. W. Heit- 
mann Co., the new president of 
Texas Wholesale Hardware Assn. 


Consideration of methods for 
overcoming the profit squeeze fac- 
ing hardware wholesalers was a 
subject that received special atten- 
tion at the annual convention of 
the Texas Wholesale Hardware 
Assn., held at Galveston, Texas, 
June 18 and 19. 

Other topics discussed at the 
meeting included the problem of de- 
veloping intelligent, effective lead- 
ership for operating American 
businesses, and techniques for 
reducing wholesalers’ operating 
costs. 

The convention, which was held 
jointly with the annual meeting of 
the Texas Hardware’ Boosters 
Club, attracted some 550 whole- 
salers and representatives of hard- 
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Texas convention stresses 
need for greater efforts 
to lower costs, improve 
wholesalers’ margin 


ware manufacturing firms, and 
their wives. The business sessions 
were supplemented by an outstand- 
ing program of entertainment. 

Election of officers saw Fred W. 
Heitmann of F. W. Heitmann 
Co., Houston, named as president 
of the wholesalers’ group. Warren 
F. Ward of Clemson Bros. Co., was 
elected president of the Texas 
Hardware Boosters Club. 

Other officers of the wholesalers’ 
association, named at the meeting, 
include, in addition to Mr. Heit- 
mann, Joe F. Wood, Corpus Christi 
Hardware Co., first vice-president; 
Jack Neely of Amarillo Hardware 
Co., second vice-president. Howard 
Weddington was re-elected secre- 
tary-treasurer. 


Warren F. Ward of Clemson Bros. 
Co., the new president of the 
Texas Hardware Boosters Club. 


The new executive committee of 
the wholesalers’ association con- 
sists of C. Stanley Roberts, Jr., of 
Roberts-Sanford & Taylor Co., the 
retiring president who will serve 
as chairman of the committee, and 
Fred W. Heitmann, Joe F. Wood, 
Gus Momsen of Momsen Dunnegan 
Ryan Co., Tom A. Clark, Jr., Buhr- 
man-Pharr Co., Elmo R. Beard of 
Tyrrell Hardware Co. and J. C. 
Pollard of W. H. Richardson Co. 

Other new officers of the Texas 
Hardware Boosters Club, in addi- 
tion to Mr. Ward are: Ist vice- 
president, O. F. Torbron, Lamson 
& Sessions Co., and second vice- 
president, John G. During, John G. 
During Co. Howard Weddington 
was re-elected secretary-treasurer. 
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The executive committee of the 
Boosters Club now consists of 
Scott A. Poage, American Chain & 
Cable Co., chairman; Clyde L. Hol- 
ley, Atkins Saw Div. of Borg- 
Warner; Hubert Groves, Fayette 
R. Plumb, Inc., and Frank H. Jor- 
dan, Jr., Lufkin Rule Co. 

Fred Heitmann, the new presi- 
dent of the wholesalers’ group, in 
discussing the current problems 
facing wholesalers, stressed the 
need for energetic efforts to fight 
rising costs. He pointed particu- 
larly to the increased freight 
charges being carried by whole- 
salers on both inbound and out- 
bound shipments. 

Modification of discounts may be 
necessary, he said, to help solve 
this problem. 

Another knotty problem, Mr. 
Heitmann said, was the loss of 
volume due to hardware sold 
through other than hardware chan- 
nels. This diversion, he empha- 
sized, affects retailers as well as 
wholesalers. 


Distribution Policies 


Mr. Heitmann said he felt that 
it would be advisable for manufac- 
turers to carefully review their 
distribution policies from the long 
range viewpoint and to give care- 
ful consideration to taking steps to 
help overcome these _ problems, 
problems which are of serious im- 
portance to the entire hardware 
trade. 

For their part, he added, whole- 
salers are investigating every pos- 
sible avenue for reducing their op- 
erating costs. 

Mr. Heitmann also said that he 
felt that the manufacturer-whole- 
saler-retailer method of distrib- 
uting hardware is still the most 
effective and economical method of 
moving merchandise. He does not 
feel that dispensing with whole- 
saler’s salesmen is feasible over 
the long pull. 

So far as the southwest is con- 
cerned, Mr. Heitmann said, it still 
represented an expanding market, 
with many new industrial plants 
and warehouses being built. 

The opening joint session of the 
meeting, with C. Stanley Roberts, 
Jr., presiding, featured expressions 
of greetings from representatives 
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Pe ond 
Speakers at the opening session of the convention were, left to right, Charles 
E. Nash, representing the Southern Wholesale Hardware Assn.; Charles F. 
Lanter, president of Texas Hardware Boosters Club; C. Stanley Roberts, Jr 

president of Texas Wholesale Hardware Assn., who presided at the meeting 
Dean W. R. Spriegel, of the University of Texas, the principal speaker, and 
Howard Weddington, secretary-treasurer of the Texas Wholesale Associa 
tion and the Boosters Club. 


it 


Among the members of the executive committee of the Texas Wholesale 
Hardware Assn. for 1954-55 are, left to right: J. C. Pollard, W. H. Richardson 
Co.; Elmo Beard, Tyrrell Hardware Co.; C. Stanley Roberts, Jr., Roberts 
Sanford & Taylor Co.; Tom A. Clark, Jr., Buhrman-Pharr Co., and Gus 
Momsen, Momsen Dunnegan Ryan Co. 








Among new officers elected by the Texas Hardware Boosters Club are, left 
to right, John G. During, second vice-president; Warren F. Ward, the new 
president; Charles F. Lanter, the retiring president, and Joe F. Torbron, 
first vice-president. 
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ALUMINUM 
HARDWARE 


RUST-PROOF 
in BRASS, BRONZE or 
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AL3051 
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FASTENER 





AL6660 
COAT AND 
HAT HOOK 

(®) 
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Al 6800 
HAND RAIL 
BRACKETS 














Protect your reputation as a supplier 
of builders’ hardware with reliable 
rust-proof aluminum hardware by 
SAFE... since 1849. 














PADLOCK and HARDWARE CO. 
LANCASTER, PA. 
® 
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A feature of the ladies’ entertainment program at the Texas Wholesale Hard 





ware meeting was this luncheon at the Galvez Hotel. 


of the Texas Wholesale Hardware 
the Boosters Club, the 
Wholesale Hardware 


Assn., 
Southern 


| Assn. and the American Hardware 


| out that 





Manufacturers Assn. 

Charles F. Lanter, Colorado Fuel 
& Iron Corp., the retiring presi- 
dent of the Boosters Club, pointed 
the two Texas 
the wholesalers and the Boosters 
had behind them close to a quarter 
century of continuing co-operative 
effort at improving the hardware 
trade in the southwest. 


groups— 


Principal speaker at the joint 
session was Dean William R. Sprie- 
gel of the College of Business Ad- 
ministration, University of Texas. 
Dean Spriegel stressed the impor- 
tance of encouraging private in- 
centive and leadership. He said 
that we pay too much attention to 
educating the average person, in- 
stead of concentrating on the above 
average person who makes possible 
the advantages enjoyed by the av- 
erage person. 

The speaker stressed the need 
for concentrating on developing 


the three basic types of leadership: 
| face to face, the intellectual and 





emotional, and executive. 

Good leadership, Dean Spriegel, 
told the convention, must give 
more time to selling the moral ad- 
vantages of our business methods. 


| There is no need to apologize for 


profits, he insisted, for profits are 
proof of delivering 
necessary goods or services. 

Our methods, he 


success in 


business 


| stressed, should be taught as a way 


of life, not as a way to make a liv- 
ing. One of the prices of leader- 
ship, he said, is to sell that idea. 
The Dean expressed the opinion 
that it is unwise to encourage price 
supports of any kind, whether it 
be on a farm product or a manu- 
factured product. It was also Dean 
Spriegel’s opinion that a sounder 
employee relation program would 


make unnecessary much of the 
social legislation that exists to- 
day. 


Leadership Characteristics 


The Dean summed up his com- 
ments by outlining what he con- 
sidered the characteristics of lead- 
ership. To be a leader, he said, a 
man must (1) be technically com- 
petent for the job he performs; 
(2) he must be socially competent 

he must get along with people; 
(3) he must have a wide acquaint- 
ance—he must know where to go 
for information; (4) he must have 
the ability and be willing to dele- 
gate responsibilities; (5) he must 
have the ability to organize; (6) 
he must have the ability to plan, 
and (7) he must provide dynamic 
leadership, leadership that looks to 
the future. 

The entertainment program of 
the convention included several re- 
ceptions, a variety show and out- 
door buffet, a dinner and dance at 
the Galveston Pleasure Pool and a 
golf tournament. The arrange 
ments for entertainment were 
made by a committee of Boosters 

(Continued on page 70) 
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of thousands all over the country! The No. 5 is gracefully 
Hard agit designed, yet fully adjustable for nearly all wood or mel 
l doors. Made of silvery-satin Alacrome that will not rust or 
D 1°) tarnish. Patented corner holder makes adjusting and installing 
ef QZ “4 ee . | easy. Each grille packed in individual, colorful carton with 
complete instructions for installation and suggestions for ar- 
ranging scrolls to fit various doors. Really an eye-catching 
e a liv- display piece,'so stock up today! 
leader- 
idea. SURFACE CLAMPS FURNISHED 
opinion For fastening the grille to the outside 
e price of the door, rather than between the 
: h : stiles, surface clamps are furnished with- 
ther it out extra charge. As shown, one clamp 
manu- is placed over each scroll. Necessary 
o Dean screws for installing are included. 
sounder 
would 
of the 
sts to- FITS-ALL NO. 1 
Adjustable between stiles from 
16” to 303%” wide and from 
0,” to 303%,” high. Made of 
. Alacrome—packed 12 to carton, 
stics 
| HTS-ALL NO. 2 
is com- Packed 12 pairs to carton. FITS-ALL MO. 38 
ech aie pono from 13” ™ denaieates : 
he con- wide to 1934” high to 1412” — ad Fae 
of lead- wide ond 17%" high. Non-rust- FITS-ALL S6—— FITS-ALL NO. FS Nu-WAY Screen Nu-GARD GRILLE 
. ing, silvery-satin finish. Fully adjustable —Fully adjustable Door Grille—Mode —New—interlaced 
said, a and made of sil- from 22” to 30” of steel with black ribs. 32” fits open- 
: P FITS-ALL NO. 3 very-satin Ala- wide and from 75” finish or of silvery- _—_ ings 24” to 2844" 
lv com- i, eltestitiie tem 149 wile crome—will not to 55” high be- satin aluminum. and 36” fits open 
; end 321,” high to 25” wide ond rust or tarnish. tween stiles. 6 to ‘Fits 30”, 32”, 36” = ings 28 to 314”, 
‘forms; pA. - Packed in individ- carton, ond 42” doors, Silvery-satin Ales 
z high between stiles. Packed vel 
ste ' ton—silvery-satin Alas carton. ° crome. 
npete nt yng Snishe silvery-satin a 
people; bad 
; ‘ i it- FITS-ALL NO. 4 ‘ 
quall Adjusts from 191” wide ond 
> to go u" high to 33%” wide ond 
if 20%,” high between stiles. Will . 
ist have not rust or tarnish. Packed 12 to B it 
carton. 









to dele- | 
ie must FITS-ALL NO. 7 Nu-WAY Super 


F}| PUSH GRILLE 





Nu-WAY PUSH Nu-WAY De- 
GRILLE — 4” luxe PUSH 

















. Adjusts from 18” wide to 32” high, made of _— GRILLE — 6” —16” high for 

ze; (6) high to 2434,” wide to 27” high. silvery-satin | | =) | high, for 32” wood or metal . 
Packed 12 to carton, Alacrome for } | or 36” combi- combination 

‘0 plan, 32” of 36”'_—— [| nation doors. doors. 21”, 23”. 
wast ue doors. 12 te’ ~~" Will not rust ———2 end 27” for 
ly namic } carton. or tarnish. 12 insert panels 


























ks t te carton, and -for regu. 

ns NocART GRILLE ORNAMENTS Ee tie 
| luminum with colorful outlining - FITS-Atp carton, 
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eral re- oe ~~ ay P OGRAM 
nd out- SEA GULL Cue t Without initios 
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“panty MALLARD BRONCO ; ‘ig your tock a aon, “ 
TE 
rrange- FEA IN \ YIRREL 
pro | SO 
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30osters ~_s 
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yellow, gr 


een, and grey, 


List Price $18.95 





in a 


| America’s Most Diversified Line of Step-Stools 
ol Cuts Prices to NEW ALL-TIME LOWS! 





ine vient Shows Step Stools For Every Purse, Purpose, Purveyor. 


} frame 





’ use 


. New price reductions, which peg list prices at an all- 
rer 


time low, have been announced by Gilton Mfg. Corp., 
producers of the country’s fastest selling kitchen- 
_ convenience line. 


Long famed as a quality house, nationally advertised 
Gilton manufactures a tremendous variety of chrome 
plated, tubular steel step stools. Acute buyers look to 
_ Gilton for the custom-made step stool at the mass- 
‘as produced price. 


a 





B-30 

GILTON gives graceful tubulor steel a 
re-plated striking ebony wrought-iron finish = 
2 promo contrasts it beautifully with nubbe finis 

non-slip Duran in 6 decorator -—_ — 
urely. ise, chartreuse, coral, grey, 

sock, ond te List Price $12.95 
co $8.9 


Pe, behind Gilton’s me 
j sales recotd! PARENTS BATH STOOL in gleaming chrome has 


e di 
in 
*, MAGAIINE . . wood seat covere 
ing ee Sree he a one piece hard 


blue, 
colorful plastic. In rose, peach, blu 


n, black, and white. 
_— ONEW LOW List Price $6.45 





Bigger Margins? 
(Continued from page 63) 
treatment they receive, the gen- 
era! impression that the store is a 
good place to do their buying, so 
they go back to the same store time 

after time.” 

Mr. Stein noted that cleanliness, 
neatness of displays and arrange- 
ment of stock, courtesy and sales- 
manship are factors in creating 
that desire on the part of custom- 
ers to do business with a particu- 
lar store. 


Train Your Employees 

Incidentally, he added, many 
dealers could do a better job of 
training their sales personnel. 

Repricing of merchandise is ex- 
tremely important, Mr. Stein noted, 
to preserve capital. 

Mr. Stein cited, as an illustra- 
tion, a dealer buying a dozen of an 
item, pricing them in accordance 
with costs and putting them on the 
shelf. 

Before all of the 12 are sold, cost 
price goes up. The dealer, however, 
does not reprice his unsold mer- 
chandise. 

When it comes time to reorder, 
the dealer finds that the replace- 
ment cost will about equal the 
amount received on the original 
dozen. 

The dealer then faces this alter- 
native: If he maintains his inven- 
tory he dips into his capital. If 
he maintains his capital at the 
same level, he reduces his inven- 
tory. 

The remedy suggested by Mr. 
Stein is for dealers to follow mar- 
kets and reprice merchandise in 
stock when cost price changes. 

“Offer your best goods first,” Mr. 
Stein suggested as a means of im- 
proving salesmanship. 

“If the customer cannot buy 
your best goods, he will tell you 
and you can show him your less 
expensive lines. 

“Meanwhile, you have compli- 
mented the customer by implying 
that he buys the best. 

“Also, you have exposed the cus- 
tomer to your best merchandise. 
Someday he may feel that he can 
afford it, and will buy it. 

“Don’t low-rate your customers.” 

Another reason for offering the 
best goods first, Mr. Stein con- 
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tinued, is on account of the changed 
market for top quality hand and 
power tools. 

Years ago the artisan, the crafts- 
man bought the best tools. The 
home-owner generally in those days 
needed tools for only a few odd 
jobs around the house. Any old 
tool was suitable for his purposes, 
so he generally bought low-priced 
merchandise. 

The “do-it-yourself” market, he 
continued, has reversed the home- 
owner’s demand on tools. Today the 
home-owner builds complete rooms, 
refinishes his basement, refinishes 
floors, hangs wallpaper and paints 
the interior and exterior of his 
home. The home-owner today is a 
prime customer for top quality 
tools. 

Mr. Stein contends that a dealer, 
and his sales staff, does not sell 
when they just pass out the mer- 
chandise that the customer came 
into the store to buy. 


The dealer sells only when he 
goes beyond the customer’s origi- 
nal wants, and that Mr. Stein 
points out is suggesting related 
merchandise. 

The customer has one thing in 
mind when he enters a hardware 
store, and that is his whole world 
at the moment. 

The first step in related selling, 
Mr. Stein states, is to ask the cus- 
tomer what he intends to do with 
the merchandise that he came into 
the store to buy. 

A customer may ask for sand- 
paper. Adroit questioning develops 
the fact that the customer is about 
to undertake a refinishing job and 
that he can use a scraper to ad- 
vantage. 

In Mr. Stein’s opinion, there is 
no salesmanship involved in the 
sandpaper deal, but it is salesman- 
ship that sells the scraper. 

“Think—then try to sell,” Mr. 
Stein advises. 





Texas Wholesalers’ Convention 


(Continued from page 66) 


consisting of C. W. Etten, Corning 
Glass Works, chairman, Thomas L. 
Wells, Ballem, Ragsdale & Wells 
Co., and S. I. Jones, Stafford Jones 
Co. 

In wholesalers division of the 
golf tournament, the low gross was 
turned in by J. W. Anger, Sabine 
Supply Co. Low net was turned in 
by T. A. Clark, Buhrman-Pharr 
Hardware Co. 

Among the Boosters, first low 


gross was Ralph Irwin ef Lock- 
wood Hardware Co., who won the 
Boosters’ Sam Houston Trophy. 
The first low net, the Buccaneer 
Trophy, was turned in by Lou 
Love, Savage Arms Corp. Low 
guest gross was reported by V. E. 
Woodward, Woodward Builders’ 
Supply, Fort Worth. At the close 
of the meeting it was reported 
that the next convention would be 
held in Fort Worth. 





Rustic Fence Is 


Fast Moving Line 


enamels: 


A ALTE OE LOE 
mealies 





Split rail rustic fencing, like this section displayed on the lawn in front of 
the store, is a fast moving line for H. Dickey & Sons, of North Haven, Conn. 
Sales amount to about five carloads a year. 
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Weatherstrip 


FOR THE BOTTOM OF 


Overhead type Garage Doors 




















CUSHIONS...SEALS... 
PROTECTS GARAGE DOORS 


Genuine StanStrip cushions door 
closing, acts as a weather seal, 
prevents wooden base of door from 
rotting or becoming scarred and 
splintered. On heated garages, 
keeps heat in... cold out. Saves \ 


money .. . pays for itself. 














LASTS FOR YEARS 


Special ingredients have been added to 
StanStrip’s live rubber compound to assure 
long life and trouble-free service. 


BIG VOLUME PLUS 40% MARGIN 


Sales tests in selected markets show that “to display 
StanStrip is to sell StanStrip”. Every box is a self-contained 
counter display with full installation instructions. Every 


sale results in a satisfied customer. StanStrip is easy to install on 


any overhead type garage 
door of wood construction. If 
your customers can drive a 
nail, they can install StanStrip. 


hhc Stnrdaed Feoducte Ce, 


SERVICE DIVISION 
2130 W. 110th St., Cleveland 2, Ohio 


Write today for complete information and price list. 
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LKORNELY HARDWARE (0. 3 


Although several individual appliances are featured in this large 
display it is the complete model kitchen setup that is the eye-catcher. 


Public Exhibits Help 
Build Appliance Volume 


A Milwaukee dealer ex- 
poses its appliance lines 
to 125,000 visitors at 
home show 


72 


Although no pun is intended, 
major appliances are a major line 
for J. Kornely Hardware at 2308 
N. 3rd St. in Milwaukee. 

Unusually fine displays in the 
store are supplemented by annual 
displays of these units, as sepa- 
rate items and as part of a model 
kitchen at the firm’s exhibit space 
at the annual Milwaukee Home 
Show. 

For several years Kornely’s has 
used four exhibit spaces at the an- 
nual show which attracts 125,000 





Appliance Selling 





or more people in eight days. The 
space costs the firm $800 for a 
well-located area 24x24 ft. 

Clarence Bode, manager of the 
store’s appliance department, says 
that special technique is required 
to achieve sales at a show of this 
type. 

If a husband and wife stop to 
look at the model kitchen, and 
show real interest in it, represen- 
tatives of the Kornely organiza- 
tion try to get a down payment on 
a kitchen modernization project 
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NEW! 
Weldwood PRESTO-SET GLUE 


SALES HELPS sell it even faster! , 


Its easy to 


DO IT YOURSELF. 


Weldwood <au 
PRESTO-SET | 
GLUE cup 


“ONTO Use - ers § 





New display ties your store 
into Presto-Set’s national ad 
push! Get yours now! Cash 
in on ads in... 


'40r » 


rae Sa | 
























© SAT. EVE. POST 
© COLLIER’S 
¢ WOMAN'S DAY ‘i 
¢ POP. MECHANICS | ry 
¢ POP. SCIENCE MONTHLY _ TO USE.. Hit a me 
° SCIENCE & MECHANICS Poy Posey of fin nny S 
¢ MECHANIX ILLUS. , 
Selling * HOME CRAFTSMAN | ANOTHER SETS FAST! 
WIZARD WITH less thon 30 min 


® HOME MAINTENANCE on sett woed 


SIZES-1+ 072.,3% 02. TUBES 


] PINT — 1 QUART 
1 GALLON JARS 





F RE E I Mail postcard 


today for your free counter 
ys. The display card. Size 13x14”. 


0 for a 
In 1% oz. and 3% oz. tubes; pint and quart jars. 


c of the FOR INDUSTRIAL USERS: in 1, 5 and 10 gallons, 
ent, says 30 and 50 gallon drums. (Write for details.) 
required 
w of this UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street © New York 36,N. Y. © Dept. 59 
. stop to MARK 
en, and 
epresen- May we give it when ad readers ask, “Who sells it?” 
organiza- We've turned over to registered Weldwood re- ...just send your name and address. We'll start 
yment on tailers thousands upon thousands of replies from sending you ad replies from your locality. Write 
| proj ect our national ads. You can be a registered retailer us now...get those customers coming to you! 
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Public Exhibits Help Build Appliance Volume—continued 





Another section of the firm's extensive display at the Home Show. 


Most of the store’s appliance 
sales are made through contacts 
established at the Home Show, 
through store traffic and the rec- 
ommendations of satisfied custo- 
mers, Mr. Bode follows up most of 
the leads and is aided by Ray 
Kornely. The store has appliance 
customers who have purchased all 
their needs in home equipment 
for many years 


Features Complete Service 


A well equipped service depart- 
ment handles all the service work 
and is one reason why the store is 
able to keep its customers well 


at the show. It is pointed out that 
a representative of the company 
will visit the prospect’s home to 
check on kitchen needs. 

Should the interested prospects 
have kitchen dimensions with 
them, as many lookers do includ- 
ing placement of doors and win- 
dows, a rough sketch is made right 
at the show. 


aids in attracting attention. Many 
women visitors say, “I would like 
to have a kitchen just like this 
one.” 

Such a comment prompts a rep- 
resentative to invite a down pay- 
ment for such an installation. 

For many years the Kornely 
store also exhibited appliances at 
several large church auditoriums, 


satisfied. Preference on service 
is given to customers who have 
purchased appliances at the store. 

To expand its appliance sales 
the Kornely firm has advertised 
in metropolitan newspapers for 
many years, often using quarter 
pages. Metropolitan area adver- 
tising like this, says Mr. Kornely, 
helps the hardware store to rein- 
force the impression made by the 


Mr. Bode says, “Ask for the or- 
der. Anyone interested enough to 
look is a prospect. If we cannot 
get an order we at least Lry to get 
the names and addresses of visi- 


holding private cooking schools, 
but outside-the-store exhibits have as an establishment anxious and 
now been concentrated on the an- 
nual Milwaukee Home Show. 
Persons who enter the Kornely 


store’s exhibits at the Home Show 


able to serve the entire popula- 
tion of Milwaukee instead of a 
neighborhood area. 


tors for later personal follow-up.” store find a model kitchen near As a result of its appliance mer- 
Kornely’s Home Show exhibit the front door as well as some chandising policies, this store has 


is designed to add glamor to the 
appliances. Attractive linoleum is ance display, 


placed on the exhibit floor, and wall large basement 


paper backgrounds help make the 
space even more of an eye-catcher. 
Well located spotlights are other 


other appliances. The main appli- 
however, is in a 

department, the 
entrance to which is attractively 
lighted and equipped with out- 
standing signs. 


appliance customers in all parts 
of Milwaukee. It also has the dis- 
tinction of being the only Milwau- 
kee hardware store which has ex- 
hibited at this outstanding home 
show for so many years. 





Hardware Merchandising on the Mexican Border 


(Continued from page 52) 


on the border, is also able to speak dialects of the 
traveling field workers from distant interior points of 
Mexico. 

Assistant Manager Al Tellez says of doing business 
with Mexican people, “When they come to our store in 
Calexico, they usually shop in large groups, even if 
only one of them has an idea of buying something. 
While the buyer is making his selection, some of his 
group will visit other parts of the store to look around. 
Some of these visitors not planning any purchases will 
see something and then seek the services of a sales- 
person. 

“With some people from distant points in the in- 
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terior of Mexico,” says Mr. Tellez, “you often have 
to accept their payment for a number of small articles, 
as individual] sales. They have no knowledge of the 
working of the cash register. Therefore they want to 
count out the right sum for each individual item.” 

Understanding the buying habits and attitudes of 
Mexican people helps the Calexico branch of Imperial 
do a very profitable volume with them. Its advertise- 
ments in ABC with emphasis on major appliances, 
electric housewares and furniture show prices in large 
bold-face type. If a special price is offered, both the 
selling and regular price are plainly indicated, with 
the reason for the bargain given. 
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We're helping the Painter Sell MORE PAINT JOBS! 


You could sell a lot more paint if your painting contractor 
customers were better salesmen of paint jobs. 

To help the contractor sell his services more effectively, 
.we’ve collected the sales experiences of scores of top pro- 
fessional painters. And we’re passing on 
these selling aids in two forms. 

FIRST . . . an illustrated booklet, “101 
Sure-Fire Ways To Sell More Paint Jobs.” 
A brief and breezy, cartoon-style, easy- 
to-read handbook that includes tips on 
locating prospects, presenting the story, 


and closing orders. This valuable 24-page SECOND .. . a fifteen-minute sound-and-color slide-film 


selling guide is being made available for available for group showings. A “natural” for your 
your distribution to painters. Check with painter meetings! 


\ _—_———— your paint supplier or use coupon below. 



























. ae _—_—_—<—_— es eer ee  -hiwrwm'm—ioorrl rr a oe ae 

q a Ve ; a { Archer-Daniels-Midiand Co. | 
a Mth th |. 684 Roanoke Bidg. | 
' tad *, Minneapolis, Minn. ! 
: ARCHER , C) Please send free copy of the booklet, "101 Sure-Fire Ways | 
LINSEED OIL q a - Sell beh — a ee at cn ; ! 

, e 4 ease send me information regarding the availability o 

0 is polymerized to give you a tougher, more 2 the film ‘101 Sure-Fire Ways To Sell More Paint Jobs.” 1 

| durable paint film. Paints reduced with iialstnies } 
Archer Pol-mer-ik brush out easier . . . level ; i 
better, because the oil molecules are re-shuffled — ; antes ; —. 
and interlocked by Pol-mer-ik’s special heat ! 

- treatment. - | 
: a os A ‘ 4 7 - { 
P ARCHERDANIEIMIDIAND CO. 600 Reoncke Bide, Minneapolle;iinn | iiimiiiaiaebsaaaiittintaites ” 
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Hitch your business to 


STAR BRITE 


THE SHINING CABIN 


ET HARDWARE 


LINE THAT GIVES YOU EVERYTHING 


* STARRED for quality. design an 


SOLD THROUGH 
WHOLESALERS 
ONLY 


#285 

CHAIN DOOR FASTENER 
Wrought steel; non-welded chain 
Size of plate: 4° x 1%" 
"*STAR-BRITE" 

Nickel 

and brass 

Complete 

with 

screws 


d precision fit. 


#215 
ORNAMENTAL HINGE 
For flush doors 
Overall size: 

2%"' x 2!" 
"STAR-BRITE" 
Chi ome, nickel 
and brass 


Complete 
with screws 








#211 STORM SASH HANGER 
Hook Pilate: VY/q"' am 154"" Eye Plate: I'/4"" x 2/4" 
AR-BRITE’’ Cadmium Plate 

1 on 4 to box; 36 doz. to carton 
Complete with screws 








#125 

SASH LOCK 
Wrought Steel 
Overall size: 
1%" x 24" 
“STAR-BRITE" 
Chrome, nickel 
and brass 
Complete 

with screws 


#216 
SEMI-CONCEALED HINGE 
Raised knuckle 

¥," offset 
“STAR-BRITE"’ 
Chrome, nickel 

and brass 

Complete 

with screws 
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WITH SPECIAL DEAL 


ATTRACTIVE 
STAND-UP 
DISPLAY 
COMPLETE 
WITH STAR 
AMERICANA 
HARDWARE 


Featuring Star's 
3318—¥,"" Offset Hammered Hinge 
4319—Flush Harnmered Hinge 
439I—1'4, Knob 
4394—Hammered Pull 
#317—""HL" 3%" Offset Hammered Hinge 
#320—""HL" Fiush Hammered Hinge 


STAR MET 


370 Butler Street, 


#200 
CUPBOARD TURN 
Wrought Steel 
Overall size: 
ae Bo 
““STAR-BRITE" 


Chrome, nickel 
and brass 


Complete 
with screws 





#297 

CONCAVE KNOB 
““STAR-BRITE" 
Chrome 

3 sizes: I'/2""-1%/"'-21/,"" 
| Dozen to Box 


with screws 
36 Doz. to Carton 


AL PRODUCTS Co. 


Brooklyn 17, N. 








Washing ton 
NEWS and VIEWS 


(Continued from page 10) 





Use of Excise Tax 
Form 720 Delayed 

The Internal Revenue Service 
has officially postponed putting the 
highly unpopular excise tax Form 
720 into effect, at least until next 
January 1. 

Meanwhile, tax officials are work- 
ing on the form with trade repre- 
sentatives in an attempt to develop 
a compromise acceptable to busi- 
ness. The objection of business 
was that the detailed excise tax 
reports required in the form would 
impose an “impossible” burden 
and materially increase accounting 
costs. 


Wood Screw Import 
Ceiling Requested 

The U. S. Tariff Commission has 
before it a request from domestic 
wood screw manufacturers to im- 
pose a protective 1.5 million gross 
annual import ceiling on foreign 
wood screws rather than restore 
the 25 pct import tax. 

The U. S. Wood Screw Service 
Bureau says manufacturers’ inven- 
tories of finished wood screws in 
April stood at 19.5 million gross, 
an increase in inventory of 6 mil- 
lion gross over the same month 
last year. 

One spokesman suggests’ the 
commission consider substituting 
imports of other unspecified items 
for wood screws because the hard- 
pressed domestic manufacturers are 
in need of immediate protection. 
Increasing the import tax would 
raise the price of foreign-made 
screws to that of domestically pro- 
duced screws. 

Sen. Everett M. Dirksen (R., 
Ill.), testified on behalf of Chicago 
wood screw manufacturers that 
this country should not maintain 
foreign employment at the expense 
of the domestic industry. 

Another spokesman said the 
United Kingdom pays 58 cents an 
hour in the industry while the 
U. S. pay ranges from $1.45-$1.85. 


(Resume reading on page 11) 
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CUT YOURSELF IN 
on the great new 
“Do it yourself” 
market for 


WALL TILE 


made of 
Monsanto’s 











Scene from Monsanto movie showing on TV and 
to women’s clubs all over the country. It explains 
how to install tile . . . and urges homemakers to 
buy wall tile made of Lustrex, carrying the industry 
seal of quality. 


ote 
a o 


‘*, al 

', S 
v “ 
Stars couw™™ 


Feature wall tile made of Lustrex that meets the 
quality standards of the industry. This seal encour- 
ages your customers to buy with confidence, guar- 
antees satisfaction that buiids repeat business for you. 
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Monsanto is pre-selling your customers with national 
advertising . stimulating the desire to redecorate 

showing how to do it economically with wall tile made of Lustrex. 
On television, too, Monsanto is showing millions of homemakers how 
to install tile, and pointing out how the plastic wall tile 


industry seal (shown below) is their guide to quality and satisfaction. 
Take advantage of this selling power to tap the big: 

“do it yourself’ market in wall tile. Feature tile 
made of Lustrex, that carries the industry seal 
and build additional business. 


Dealers find that “do it yourself” promotions 


help build even bigger installation business! 


MONSANTO 


KOISERVING INDUSTRY .. . WHICH SERVES MANKIND 
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One-Way Optical 


DOOR VIEWER 


, \ 
7 \ 
, 











§ tie 
FULL 170° VISIBILITY f \ 
0 
---it revolves! << 

Sell this profit-making combination 
of beauty, utility and price. Patented 
revolving feature puts Peek-O years 
ahead—puts you dollars ahead. Free 


attractive display makes sales for you. 


CHECK THESE FEATURES 
then send for the Peek-O Profit Story 


©) Anyone can install 
© All standard finishes 
©) Fits all standard doors 
©) Thousands in use 

© Guaranteed 


Mail Coupon Now m 














ccc-ccocoer 

| HOME PROTECTOR MFG. CO. 
5315 W. Pico Bivd., Los Angeles 19, Calif. 

| 

| oe send me complete details on PEEK-O 
oor viewer 

My name sbenemeead 
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For complete details about the 


July 
11-16 Independent Housewares Show 
12-15 National Retail Hardware Assn. 
12-16 Housewares & Appliance Show 


August 
1- 4 Housewares Show (Western) 
15-18 Pacific Northwest Gift Show 
22-25 Portland (Ore.) Gift Show 
29-31 Spokane Gift Show 
30-31 Walter H. Allen Show 


September 
26-29 National Builders’ Hdwe. Exp 


October 


3. & Atlantic City Hardware Conven- 


tion of AHMA and SWHA 


Convention Check List 


conventions listed by dates below sce 
the alphabetical listings following this quick check list. 


Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 








10-12 Sporting Goods Eastern Market 
Week in New York 
15 National Hardware Show 
1955 
February 
6-10 Nat. Sporting Goods St 
September 
20-21 Franklin Hardware Conventi 
October 
0-12 Cotter Fall Show 
27-28 Hardware Wholesalers, In Cor 
vention 








American 


Independent 


National Events 


Hardware Manufacturers 
Assn. annual joint convention with 
the National Wholesale Hardware 
Assn., Oct. 3-6 at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J. 
Arthur L. Faubel is secretary of 
the AHMA with offices at 342 Madi- 
son Ave., New York 17, N. Y. 
Thomas A. Fernley, Jr., is execu- 
tive secretary of the NWHA with 
offices at 1900 Arch St., Philadel- 
phia 3, Pa. 


Housewares Show (Western), Aug. 


1-4, at the Shrine Auditorium, Los 
Angeles, Calif. Sponsored by the 
Los Angeles Trade Fair, Inc., 1151 
South Broadway, Los Angeles 15. 


Housewares — Exhibit, 
July 11-16 at the Chelsea Hotel, 
Atlantic City, N. J. Sponsored by 
Independent Housewares Exhibit, 
Inc., 8 South Dearborn St., Chicago 
3, Tl. 


National Builders Hardware Exposi- 
tion, Sept. 26-29, at the Palmer 
House, Chicago. Sponsored by the 
National Contract Hardware Assn., 
John R. Schoemer, managing di- 
rector, and the American Society 
of Architectural Consultants, W. A. 
Mathewson, executive’ secretary, 
Administrative office of both groups 
at 420 Madison Ave., New York 17, 
MF. 


National Hardware Show, Oct. 11-15, 
at the Navy Pier, Chicago. Spon- 
sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17, N. Y. Frank Yeager, director. 


National Housewares and Home Ap- 
pliances Show, July 12-16 at Con- 
vention Hall, Atlantic City, N. J. 
Sponsored by the National House- 
wares Manufacturers Assn., 1140 
Merchandise Mart, Chicago 54. 
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| A. W. Buddenberg, executive secre- 
| tary. 





National Retail Hardware Assn., an- 
nual congress, July 12-15, at the 
Fairmount Hotel, San Francisco, 
Managing director, Russell R. Muel- 
ler, 964 No. Pennsylvania St. In- 
dianapolis, Ind. 


a aes 







es: National Wholesale Hardware Assn. 
annual joint convention with the 
American Hardware Manufacturers 
Assn., Oct. 3-6 at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J. 


At don’ t miss 
Thomas A. Fernley, Jr., is execu- 


! | tive secretary of the NWHA with 

the offices at 1900 Arch St., Philadel- 
phia 3, Pa. Arthur L. Fauble is sec- 
| ; I retary of the AHMA with offices at 


! 342 Madison Ave., New York 17, 
show 


i a 2 


Sporting Goods Show and Convention, 

| Feb. 6-10 at the Morrison Hotel, 
Chicago. Sponsored by the National 
Sporting Goods Assn., 1 No. La- 
Salle St., Chicago 2. G. Marvin 
Shutt, secretary. 





Regional Events 


| Allen, Walter H., Co., Inc., annual 
stockholders’ meeting and Merchan- 
dising Show, Aug. 30-31, at the 
Baker Hotel, Dallas, Tex. 


Cotter & Co. Fall Merchandise Show, 
Oct. 10-12 at company headquar- 
ters, 365 E. Illinois St., Chicago 11, 
Ill. 


Franklin Hardware & Supply Co. 
annual stockholders’ meeting and 
convention, Sept. 20-21 at company 
headquarters, 918-28 N. Delaware 
Ave., Philadelphia 23, Pa. 


Hardware Wholesalers, Inc., Fall Con- 
vention and Stockholders Meeting, 
Oct. 27-28 at company headquarters 
Fort Wayne, Ind. 

5 ‘ings oae ae — . ne a 4 Se se” 

o . Pacific Northwest China, Glass, Gift, 
PB +? ad Stationery, Jewelry, Toy and House- 
- : wares Show, Aug. 15-18 at Civic 
J * a Auditorium, Olympic and New 
se¢ us At booths 708 10 2 Washington Hotels, and Terminal 


Sales Bldg., Seattle, Wash. 





ci) 
; Show, Aug. 22-25, at the Public 
Auditorium, Plaza and Benson Ho- 


by o tels, Portland, Ore. 


—a Spokane Gift Show, Aug. 29-31, at 
— the Davenport Hotel, Spokane, 
Wash. 


Fi hoe ‘2 : Portland China, Glass, Gift, Jewelry, 
FL Atlantic City Housewares Show July 12 fiftu July 16 Stationery, Toys, and Housewares 
“ he 





Sporting Goods Eastern Market Week, 
Oct. 10-12 at the Hotel New Yorker, 


New York City. This trade show is 
ENAMEL COMPANY- DUNBAR, W. VA. similar to the annual Western 
Market Week, sponsored by the Na- 
caeeaaaae tional Sporting Goods Assn., 1 N. 
200 Fifth Ave., New York 10, N. Y. Merchandise Mart, Chicago 54, Illinois La Salle St., Chicago, IIl. 
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WHAT'S NEW 








® For more information on these products and services 


use free post card on page 85. 


(Continued from page 13) 





K-Fuel line are the KampKook 
camp stove, in one or two burner 
models; the KabinKook two-burner 
stove in white or stainless steel: 
the GalleyKook two-burner stove 
with galley rail for boat use, and 
the KwikTorch, in two models. 
American Gas Machine Co. 


For more data circle No. 9 on postcard, p. 85 


Potato Rack 

Jiffy Bake potato rack holds 
eight potatoes on heat-conducting 
skewers that bake quickly and 
evenly, leaving no hard, half-raw 
centers. Made of chromium-plated 
steel wire, rack is easy to store and 
has handles for sliding in and out 
of oven on smooth runners. Retails 
at $1. Damar Products, Inc. 


For more data circle No. 10 on postcard, p. 85 


Steak Knife Set 
Steak knife set consists of six 
knives in a satin and velvet-lined 





jewel box. Blades are hollow ground 
stainless steel. Choice of ivory 
molded handles, No. 1850, or genu- 
ine Pakkawood, No. 2000 (illus- 
trated). H. Boker & Co., Inc. 


For more data circle No. 11 on postcard, p. 85 


Sliding Door Locks 


Complete series of locks and 
combination pulls for sliding pocket 
doors has been added to Weslock 
line of builders hardware. Four 
models available are the No. 527 
passage set; No. 577 privacy lock 
with turnbutton one side with 





emergency release; No. 578 privacy 
lock with turnbutton one side and 
inside safety plate (no emergency 
release) ; No. 579 privacy lock with 
turnbutton both sides. All locks 
are completely reversible, fitting 
right and left handed doors from 
124 to 1% in. thick. Western 
Lock Mfg. Co. 


For more data circle No. 12 on postcard, p. 85 


Paint for Hobbyists 
Deco-Write paints may be used 
on fabrics, metal, wood, glass, 
leather and plastics. Packaged in 
ball point tubes, the paints do not 
require mixing. Spilling, messy 
fingers are eliminated for nothing 
is required but the ball point tube. 
Selection of 16 brilliant colors, plus 
gold or silver, is available. Also 
comes in four complete packaged 


kits, each containing a selection of 


pre-stamped fabric and five as- 
sorted colors. Sets offered include 
towels, dresser scarfs, doilies and 
cocktail napkins. Craftint Mfg. Co. 


For more data circle No. 13 on postcard, p. 55 


Needle-Nose Plier 

Special plier for precision work 
and delicate wiring has an extra- 
long needle nose, tapered to a point 
less than 1/16 in. Replaceable 
tempered steel spring keeps plier 
in open position. Overall length 





is 634 in. Plier with leaf spring 
is No. 301-6-SCP-L (illustrated) ; 
without leaf spring, No. 301-6-SCP. 
Pliers with cutters on shoulder 
are No. 203-6-SCP-L (leaf spring) 
and 203-6-SCP (without leaf 
spring). Mathias Klein & Sons. 


For more data circle No, 14 on postcard, p. %5 


Plastic Aluminum 


Duro plastic aluminum is metal 
in putty form. It dries metal hard 
and éan be filed, sanded, burnished, 
drilled and tapped. Can be applied 
with a spatula, brush or special 
applicator tube. For sealing, bond- 
ing, decorating, antiquing and met- 
alizing various materials such as 
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Jet-propelled profits. 
for “Early Birds” 





Make your own assortment! 


FREIGHT PREPAID! 


LOWEST-PRICED ARVIN AUTOMATIC 


Sell the luxury-comfort of thermostat controlled 
automatic heat—at a real budget price! Fan- 
forced for fast circulation. Safeguard Switch cuts 


current if upset. Model 5300, 
1650 watts, maroon finish; $ 1 8° 






Model 5310, 1320 watts, green 
finish; sensationally priced at 


ARVIN AUTOMATIC DELUXE 


Finest and biggest selling heater in the Arvin line. 
Operates at either 1650 watts or 1320 watts with 
a flick of the Dual Heat Switch. Thermostat 


control. Red glow signal light. $ 50 
Safeguard Safety Switch. Con- 
venient handle. Model 5630, 


(Similar model, 1650 watts only, Model 5530, $28 50) 








os 


Cool-R-Hot Fan 
Heaters . .. $20.95 
and $23.95 


Arvin Fan-Forced 
Favorites...$12.50 
and $14.50 


Arvin Loewy-De- 
signed Heaters... 
$16.25 and $18.95 


Arvin Low-Priced 
Standard — Fan 
Forced... $10.50 


Make your own assortment of heaters... 


plus famous Arvin Lectric Cook 


Pioneered by Arvin—the first, the best, the —_— < 
biggest-selling waffler-grill combination, with “ , 
cooking area equal to 3 ten-inch skillets! Com- 
bines double griddle, steak grill, sandwich toaster 


and automatic waffler—a real 
4-in-1 appliance! A Pe 50 
year-round gift favorite! First 


in utility, first in sales appeal! 





Electric Housewares Division 


Arvin INDUSTRIES, INC., COLUMBUS, INDIANA 
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HEATER OFFER 


Order your fall stock of Arvin 
Heaters and Lectric Cooks before 
Sept. 1, freight prepaid anywhere 
in continental U.S.A., and get this 


Arvin All-purpose 
Folding Chair 








Featherweight! Flash-fold! Extra width, 
slanted rear legs, pitched back for utmost 
comfort, Perfect for beach, terrace, cards, 
TV! Green canvas seat and back. White 
tubular steel frame. 


ONE CHAIR FREE 


with any assortment of 12 Arvin heaters 
and/or Lectric Cooks. 


TWO CHAIRS FREE 


with any assortment of 24 Arvin heaters 
and/or Lectric Cooks. 


Show ’em and sell ’em! 


Order Arvin Merchantman Display at $25 
with any $175 order and get any $28.50 
(retail price) Arvin heater or Lectric Cook 
FREE! Display is all metal, 42” high, holds 
complete Arvin line! 


83 





WHAT’S NEW 








@ For more information on these products and services 
use free post card on page 85. 


aluminum, wood, leather, plastic, 
glass, etc. Retails at $1.35 for 12 
oz. can; $1 for 5% oz. applicator 
tube. Woodhill Chemical Co. 


For more data circle No. 15 on postcard, p. 85 


Grout Gun Cartridges 
Added to the Miraplas grout gun 

are pre-packed grouting cartridges 

of Master Mastic which make gur- 





loading and application of grout 
lines easy. For finishing wall tile 
installations, the metal grout gun 
saves mastic and time with the new 
cartridges. Cartridges are avail- 
able in red, blue, green, yellow, 
black and white. S & W Mould- 
ing Co. 


For more data circle No. 16 on postcard, p. 85 


Portable Lamps 

Portable pin-up and_ standing 
lamps for the home are now avail- 
able in a variety of sizes and types. 
Bullet lamps, either with flexible 
extension arms and swivel bases, 
can be used for both ready or 
accent illumination. Some have a 
specially weighted base to be used 
as desk lamps as well as pin-up 
fixtures. Hanging lamps are ad- 
justable from side to side and up 
and down. Valance type lights can 
be set together in any number of 
units to form linear lights of any 
length. Lamps can be easily in- 
stalled, since they are plugged into 
a regular electrical outlet. Moe 
Light. 


For more data circle No. 17 on postcard, p. 85 


84 


Ornamental Gate Hinge 


Heavy wrought steel ornamental 
gate hinge comes in three styles. 
Tee-type is for narrow posts, 
Strap-type for wide posts, and 
Masonry for use on concrete block 
or brick walls. Hinges have 8 in. 
straps and are adaptable for use on 
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garage doors, dutch doors, in dens, 
ete. Finished in antique black or 
cadmium plate, hinges are pack- 
aged one pair to a box with neces- 
aged one pair to a box. Arrow- 
smith Tool & Die Corp. 


For more data circle No. 18 on postcard, p. 85 


Bathroom Cabinet 


Sliding door bathroom cabinet, 
Model No. S-600, is a recessed type 
and is finished in white baked-on 
enamel. Two plate glass mirrors 
slide on smooth operating glides 
and are edged with stainless steel 
rims. Shelves are heavy plate glass 
with bulb edges for safety. Grote 
Mfg. Co. 


For more data circle No. 19 on postcard, p. 85 





Knife Sharpener 

Knife and _ scissors sharpener, 
Model No. 36, is 84%x5%x6%% in. 
Housing is durable urea plastic in 





white, gray and black. All moving 
parts are precision for quiet, effi- 
cient operation. Motor operates on 
60 watts, 110-125 volt AC. Sharp- 
enet retails at $14.95. Enterprise 
Mfg. Co. of Pa. 


For more data circle No. 20 on postcard, p. 85 


Gas Brooder 


Infra-Radiant gas brooder has a 
new type burner of imported steel 
which produces a greater amount 

f radiation. No pilot light is re- 
quired. There is no obstruction on 





the floor, permitting 100 pct full 
brooding area for 500. chicks. 
Thermostat insures efficient oper- 
ation regardless of the weather. 
Rhinehart Mfg. Co., Inc. 


For more data circle No. 21 on postcard, p. 85 


Paperhanging Tools 
Set of special tools for hanging 
pre-pasted wallpapers consists of a 
metal water-tight tray, knife guide, 
razor knife, seam roller and in- 
struction sheet. Self-service dis- 
play carton is supplied with assort- 
(Continued on page 88) 
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more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 
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Here is Your Quick Check 


What it is... How it works 


@ Each issue brings you dozens of descriptions of new products, new dis- 
plays, etc., in the ‘What's New" columns. You get more of these in 


HARDWARE AGE than in any other magazine. 


@ When you want more free information on any of these products, simply 
mark a circle around the same number on the post card as appears 


under the individual item description. 


a! ‘ ' 
quickly receive, free compicte details on 


turer. You may c as many items as you wish. Separate information 


i] ° = 
will be sent you on each item. 


@ Be sure to give your full name and address on the post card. Print or type 
it clearly. We cannot service post cards with incomplete addresses. i 
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A big help for busy deal- 
ers. Use this card for free 
information on new prod- 
ucts described in this issue. 
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Wate H your profits soar when you stock and feature the 

complete Champion DeArment-Channellock line. Get your 

display boards out front where your customers can buy from the 

wide Channellock selection. Millions of readers every month 

are being told about the Channellock line! There are real profit possi- 
bilities tor you in the complete Channellock line of highest quality tools. 


Check your stock foday ... be sure it’s complete! 

















THE PLIES 


CHAMPION DeEARMENT TOOL CO. 


MEADVILLE, PENNSYLVANIA 
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“/ DISPLAY 
BOX 
NO. 30 


Anchor Brand 
CHAIN REPAIR LINKS 


Get fast turnover, easy profits with 
this compact, colorful display carton 
of ANCHOR BRAND Chain Repair 
Links. Complete assortment con- 
tains popular size pivot and rivet 
type links used by farmers, ranchers, 
riggers, lumbermen, and _ builders 
everywhere for quick, positive chain 
repair jobs. Attractive built-in dis- 
play stimulates impulse sales. Try . 
one and see. Order through your 
jobber today. 


---Display carton contains: --- 
8 No. 2531 Rivet Links, 4” : 

9 No. 2531 Rivet Links, %” H 
9 No. 2530 Pivot Links, %4” 
6 No. 2530 Pivot Links, 14” ' 
6 No. 2531 Rivet Links, 5/4” - 
' 


6 No. 2530 Rivet Links, 3/4” 
_ ee Ae een GENO STE, AEE J 


NORTH & JUDD 


MANUFACTURING COMPANY 


Re |) ees 


New Britain, Connecticut 


Hew York © Boston © Philadelphia © Atianta © Bufiale © Betreit 
Chicage © St.Louis © Dallas © Les Angeles © San Francisce 




















ment of six each of these items. 
Tray features a swivel bracket 
which feeds the paper while it is 
under water, preventing dry spots. 
Warner Mfg. Co. 


For more data circle No. 22 on posteard, p. 85 


Paint Remover 


Bull Dozer will remove paint, 
enamel, shellac and varnish from 
wood, metal or glass surfaces with- 
out harming the areas. It is in- 





flammable and quick-acting. Con- 
tains no caustic acid or alkali. 
Sheffield Bronze Paint Corp. 


For more data circle No. 23 on postcard, p. 85 


Bicycle Tire 

U. S. Royal Middleweight bicycle 
tire is designed to fit all standard 
balloon rims but has a_ smaller 
cross-section to give the speed and 
pedaling ease of lightweight tires. 
Cross-section is only 1.75 in. Tire 
is made for 20, 24, and 26 in. 
wheels. New tread design consists 


of three smooth ribs for easy run- 
ning, plus two ribs with road-grip- 
ping blocks for traction and brak- 
ing power. Tread is of natural rub- 
ber. Available with white sidewalls 
or in black. United States Rubber 
Co. 


For more data circle No. 24 on postcard, p. 85 


Opener, Resealer 


The Gilhoolie opener and re- 
sealer removes screw, crimp and 
snap-on caps and lids and then re- 
seals them. Manufactured from 
steel and gold-anodized dural and 





chrome plated to resist rust, stain 
and tarnish. Wt. 13% oz. in gift 
box. Six in standard package. 
Jaws adjust to any size screw top. 
Removes caps without distorting. 
Lists for $2.95. Riswell Co. 


For more data circle No. 25 on postcard, p. 8 


Electrical Boxes 

These electrical boxes are now 
available with brackets specially 
designed for either face or side 
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To help you sell, the Nelson Poppy 
Sprinkler is consistently advertised 
in nationally known magazines. 
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NELSON || POPPY 


Jo Whirling Sprinkler 
with All the Expensive 
Sprinkler Features 


This year the Nelson Poppy Sprinkler has definitely 
proven itself the outstanding seller in the long list of 
whirling sprinklers. The quality features of the-Poppy 
make it the customer’s choice — the dealer’s favorite. 
Features such as wheel mountings for easy moving, 
nylon head-bearing for smooth running, wide wheel base 
to resist tipping and prevent lawn spotting, three arms 
that distribute water evenly and thoroughly, all 
rustproof materials and an attractive appearance. 
Features that are otherwise found only in costly 

lawn sprinklers. 


Write in for your new 1955 Nelson 
Sprinkling Equipment Catalog. 


L. R. NELSON MFG. CO., INC. 


PEORIA, ILLINOIS 
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this New STAR 
HEX-PAK. 








That’s right—hard- 
ware dealers from coast 

to coast are cashing in on hacksaw 
blade sales with the New Star 
“Flex-Pak” Display. 

Why? 

Because it puts hacksaw blades 
where your customers can see 
them. 

Why? 

Because it helps you sell your 
customers Star “Molyflex”® High 
Speed hacksaw blades—at 4 times 
the dollar profit for you and better 
than 4 times the cutting efficiency 
for them. 

Why? 

Because you carry less inven- 
tory with a balanced stock of 80 
Star Unbreakable Special Flexible 
(green) and 20 “Molyflex” High 
Speed (copper colored) hacksaw 
blades. 

Be sure to order 
the Star “Flex-Pak” 
—for better display, 
balanced stock and 
money - making 
“Molyfiex” sales. 





Sold Only Through Recognized Distributors 
3088 


EMSON BROS., Inc. 
MIDDLETOWN, N.Y., U.S.A. 
Makers of Hand and Power Hack 

Saw Blades, Frames, Metal Cutting Band 
Saw Blades and Clemson Lawn Machines. 











| gage steel cabinet. 





WHAT’S NEW 








mounting to studs. “B” type 
brackets for mounting on the face 
of the stud while “V” type are 
mounted on the side of the stud. 
Brackets, stamped from heavy gage 
sheet steel, are securely welded to 
side of the box. Two lanced nail- 
ing points, in addition to nail 
holes, are provided for quick in- 
stallation. Specially designed knock- 
out dies assure fast, free knockout 
removal. Nine models of the box 
available. Keystone Mfg. Co. 


For more data circle No. 26 on postcard, p. 85 


Ventilating Fans 

Four variable- use ventilating 
fans have been added to the Rex 
line. Fans are housed in a heavy 
Six-bladed fan 
assemblies produce maximum air 





volume quietly and _ efficiently. 
Blade diameters from 24-38 in. pro- 
duce from 3850-10,000 CFM. Fans 
can be supplied for either horizon- 
tal or vertical operation. Optional 
accessories include automatic wall 
or ceiling shutters, two-speed mo- 
tors, and front and rear guards. 
Air Controls, Inc. 


For more data circle No. 27 on postcard, p. 85 


Fertilizer Applicator 

The Fert] Feeder is an applica- 
tor of granular water soluble and 
liquid lawn fertilizers. The lead 
hose is attached to the water sup- 
ply, filler cap is removed and re- 
quired amount of fertilizer is in- 
serted. Ordinary garden hose and 
sprinkler is attached and operated 


45 minutes. 
Even distribution is achieved by 
means of a device that keeps the 
fertilizer within the container in 


for approximately 


constant solution. Applicator sells 
for $9.95. Universal Metal Prod- 
ucts Co. 

For more data circle No. 28 on postcard, p. 85 


Ceramic Wall Clock 


Ceramic wall clock, designed by 
Russel Wright, is made of semi- 
vitreous china in a choice of four 
colors: golden spice, meadow green, 





coral sand and charcoal. Each color 
is speckled with variations of one 
hue. Fair trade price is $8.98. Gen- 
eral Electric Co. 


For more data circle No. 29 on postcard, p. % 


Table and Chair Set 


Wrought iron table and chair set 
of children’s furniture has steel 
legs in black satin finish with non 
marking rubber tips. Back sur 
ports of chairs are also steel in 
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SEINE TWINES 

SEINE CORDS 

TROT LINES 

STAGING 

VENETIAN BLIND CORD 
SASH CORDS 

CLOTHES LINES 
MASON LINES 
BUTCHER’S TWINES 
FISHING LINES 

NYLON CASTING LINES 
STARTER ROPE 

JUMP ROPE 

MOP HEADS 

WRAPPING TWINES 
KITCHEN LINES 
EXPRESS TWINES 
CHALK LINES 

KITE CORDS 

PARCEL POST TWINES 
POLISHED INDIA TWINES 
‘* PLASTIC CLOTHES LINES 
JUTE TWINE 








You can put your confidence 































A IN EW merchandising 


feature that will help 
both you and your customer 











SEINE CORO 
No t8 
8 OZ. - 440 FEET 












IN A VARIETY 
OF PUT-UPS 


1 lb. skeins — 12 thru 72 ly 


2 oz. balls — 12 > thru : 24 ply 


—<$ _ __ 


A oz. “balls — 12 thru 48 ply 


_—— 


8 oz. balls — 12 wu 72 ply 


Above Sold in 5 lb. Pkgs. 


1 Ib. bells ~ 2 24 thru 72 ply 


Sold in Bulk 




















ORDERS OF $50.00 OR MORE, FREIGHT 
PREPAID. Orders of less than $20.00 f.o.b. Mill, 
Lawndale, N. C., Los Angeles, California, or Mari- 
etta, Minnesota. Orders of $20.00 to $50.00, 


freight allowed to $1.00 per cwt. Freight prepaid 
does not include extra charges incurred outside 
carrier's regular zone of delivery. 


When you display the YU(G line 


, - it Sells! 
Hevelond Mills Company awyoace, vontH carouna 


ESTABLISHED IN 1873 | 2102 Colorado Blvd. 
= Los Angeles 41, Calif. 








Marietta 
Minnesota 


—_——_ 
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’ 
Don't mise it! 
See it at the Wagner Booth 468-470 
at the Atlantic City Auditorium July 12-July 16 











MONEY CAN BUY! 
IN THE CLEVEREST TUBE 
YOU EVER SQUEEZED 


Pr *e ya 








POLYVINYL RESIN 


WHITE GLUE 


Unbreakable 1% oz. vynite tube 30¢ retail 


Devote just two minutes of your time and 
send for your Free Sample of Duratite White 
Glue in the amazing new vynite dispenser. 
See it... feel it... use it... we know you'll 


realize it will sell itself! Here’s a “red-hot” 
DEALERS ik tor Suctbsns, gett sae Sanltine teeter 
...a 30¢ item that sells on sight...every h 
WRI TE FOR YOUR a) eneias Ut eee: tak el ee 
Ada AY | MPLE Small inventory ...quick turnover ...and 





today no one else has it! 


yun Manufacturers of Duratite Wood Dough 
est on your and Surfacing Putty since 1923 
stehamevatme WEBB PRODUCTS CO. - San Bernardino, Calif. - Norcross, Georgia 
TEM ORS Tele Over 2,000 wholesale distributors 
Pi throughout U. S. and Canada 
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WHAT’S NEW 








black satin finish. Table surface 
and chair seats and backs are plati- 
num blonde finish. Table measures 
18x24x19 in. Chair seat is 11x10x11 
in.; total height 21 in. South Bend 
Toy Mfg. Co. 


For more data circle No. 30 on postcard, p. 85 


Sliding Door Pulls 


New flash mounted sliding door 
pulls come in wrought brass or 





bronze in all standard finishes. 
Pulls are round in shape and have 
recessed walls. Available in 1% 
and 2% in. diameters. When this 
item was originally described on 
page 138 of June 10 issue, the 
wrong photograph was used to 
illustrate item. Herewith is the 
correct photograph. H. B. Ives Co. 


For more data circle No. 31 on postcard, p. 8 


Anvil Micrometer 


No, 220 Mul-T-Anvil micrometer 
features multiple interchangeable 
anvils. Two anvils are furnished, 
a rod anvil approximately .120 in. 
diameter and a flat anvil .125 in. 
and .060 in. thick at opposite ends. 
Vise type frame holds anvils. 
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WHEN IT COMES TO IRONING TABLES... 


__ MET-L-TOP a rou Colfer all 








MODEL C-690—Knee Room Table—Chartreuse 
top, dark green legs, chrome plated feet. Com- 
pletely adjustable for sit-or-stand ironing— flush 
side leg construction allows loads of room and 
freedom for legs and knees. Retails for... 


$1395 





MODEL C-605—Chartreuse top, chrome plated legs. 
New, easy-to-operate height control with eleven 
adjustments. Wide-spread rubber-tipped feet pre- 
vent table from tipping or wobbling. Retails for. . . $1295 













MODEL C-607—Same as Model C-605, but with 
dark green legs. Sturdily made to last a lifetime; 
all metal, all welded and riveted; no bolts or screws 
used. Retails for... 





MODEL P-600—The time-tested leader of non- 
adjustable tables. Designed to give many years of 

excellent service at an economical price. Char- $Ro5 
treuse top, dark green legs. Retails for® .. 8 





- Dr id ; 





SEE US... 


AT THE JULY NATIONAL HOUSEWARES SHOW, Booths 270-272 


“ OMMET-L-TOP 


== — THE ORIGINAL ALL-METAL IRONING TABLE 


aa?) GEUDER, PAESCHKE & FREY CO., 1700 W. ST. PAUL AVENUE, MILWAUKEE 1, WISCONSIN 


For added sales, added profits, stock and 
display MET-L-TOP Pad and Cover Seis 
and MET-L-TOP Sleeve Boards. 
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Your “Do-It-Yourself” 
Customers Will Like This 
Money-Saving Way to 


STOP 


COLD WATER PIPE 
CONDENSATION 


Here’s a year-’round profit item for 
your economy-minded, home fixer- 
uppers! An opportunity for you to 
get your share of the dollars being 
spent to rid homes of the common prob- 
lem of ‘‘sweating’”’ cold water pipes. 





' ment of tubing, cylindrical walls, 





NoDrip Tape converts waste base- | 


ment space into useful storage, work, 
play areas. It’s the inexpensive way to 

rotect costly appliances, power tools, 
recreation areas, etc., from ‘“‘sweating”’ 
pipe damage. 

Forms an air-tight jacket around cold 
water pipes...stops condensation drip 
forever. Quick and easy to apply, 
NoDrip Tape winds spirally around 
any size pipe. Once on, self-adhering 
NoDrip Tape stays on. Requires no 
bands, brads or fasteners. NoDrip 
Tape can be hand molded to fit snugly 
around ‘‘drip’’areas—tees,unions,angles, 
valves, etc. Requires no maintenance. 









Roll covers 
10 ft. of 2-in. i.d. 
iron pipe or 13 ft. 
of 2-in. o.d. 
copper tubing. 





$469 list a roll 


Higher west of Rockies or in Canada 


ORDER THROUGH YOUR SUPPLY HOUSE 
Witte tor FREE circular 





Technical Coatings for Home and Industry 
SINCE 1895 
508 Burch St., KANKAKEE, ILL. 
Detroit, Mich. Lyndhurst, N.J. 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 85. 


seam construction gives a 47 sq. in. 
Gloves 
prevent hand chafing and abrasion, 


seam-free work surface. 
tears and snags, and have a high 
resistance to acids, 
chemicals. Pioneer Rubber Co. 





Cabinet Hardware 


New line of cabinet hardware 
consists of a drawer pull and two 
sizes of concave knobs. All items 
are zinc die cast and are packaged 





| Micrometer has a range of 0 to 1 


in. and reads in thousandths of an 
inch. Permits accurate measure- 


from holes or slots to an edge and 
in hard-to-reach places. L. S. Star- 
rett Co. 


For more data circle No, 32 on postcard, p. 85 


Shaper Cutters 


New set of 22 shaper cutters 1s 
designed for use with Homecraft 
shapers. Cutters 
can be used to make thousands of 
standard and original molding pat- 
terns. Precision ground, the blades 
cut smoothly and rapidly. Prices 
range from $1.50 to $2.75. Delta 
Power Tool Div., Rockwell Mfg. Co. 
For more data circle No. 33 on postcard, p. 85 


Work Gloves 

Plastic-coated work gloves come 
in knit wrist, band top and gaunt- 
let styles. New, two-piece, single- 





2 doz. to a carton, complete with 
screws. Three-color carton converts 
to a merchandising display. Pulls 
and knobs retail at 15¢ each. Yoder 
Mfg. Co. 


For more data circle No. 35 on postcard, p. 85 


Electrician's Knife 


For cutting, stripping insula- 
tion, scraping wire and light screw- 
driving, this electrician’s knife has 
blades of high grade steel, chrome 
plated. Jet-black handle is break- 
proof and shockproof plastic. Frame 
is steel with brass inserts. Knife 
lists at $2.95. Xcelite, Inc. 


For more data circle No. 36 on postcard, p. 85 


Power Sprayer 

Called the Modern Sprayer, this 
unit sprays from a fine mist to 4 
powerful stream with an adjustable 
pressure up to 150 lb. It will spray 
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For more data circle No. 34 on postcard, p. 85 
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WHAT'S NEW 








insecticides, disinfectants, liquid 
fertilizers and weed killers. Spray- 
er has a 10 gal. tank, a 16% ft. 
hose, two different size nozzles and 
a four-cycle Briggs & Stratton en- 
gine. Electric motor also available. 
Four sizes of semi-pneumatic sin- 
gle and dual wheels are obtainable. 
Strunk Equipment Co. 


For more data circle No. 37 on postcard, p. 85 


Tilting Glides 

For protection of floors, these 
new tilting glides are designed es- 
pecially for the thin legs of mod- 
ern furniture. Broad, flat base of 





glide distributes the leg bearing 
load over an area 10 to 20 times 
larger than that of the leg itself. 
Bassick Co. 


For more data circle No. 38 on postcard, p. 85 


Oil and Gas Heater 


Wigwamer — designed for duck 
blinds, fish houses, tool sheds, cabin 
cruisers, etc. Unit is compact and 
portable, 1614 in. long, 8% in. wide, 
and 1414 in. high. Has one orifice 
for all fuels and uses either bottled 
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RETAIL 
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Cal-Dak Hostess Cart 
Item No. 854. Individually 


packed. Shipping wt. 12 Ibs. 


King S ie a 
Remevalile Thay 


Cal-Dak’s stunning answer to the modern 
informal dining trend... fills the need for 
extra table space in the small home... ideal for 

serving TV snacks, for buffets and barbecues. 


« Large 2034” x 16” 
removable trays. 
Exclusive with Cal-Dak! 
In Teal Green and Mocha. 


. Full-swivel 3-inch 
Lucite casters. 


_— 


« Genuine 54” welded 
tubular steel frame with 
black enamel finish. 


« Hinged supports and 
tubular cross braces for 
rigid strength. 
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DOMINATE your 
Caulking Market 
wih — .<3~FJ 






» > 

If you are not leading in caulk- 
ing compound sales in your 
market... or if you have had 
trouble with your present caulk- 
ing line... talk to your jobber 
or write for full information on 
FLEXISEAL CAULKING 
COMPOUND. 


LANDEN PUTTY WORKS, inc. 


PROVES 
SUPERIORITY 
















iz ASK 
YOUR JOBBER 
TO SHOW You! 








After several weeks on plain blotter: A. 


FLEXISEFAL — Maximum adhesion and flex- 
ibilitv. B & C, Competitive compounds — 
excessive loss of oil, brittleness and lack of 


adhesion. 
Ask your jobber to demonstrate the 
“Blot'’ Test. Or write for full details. 


LANDEN PUTTY WORKS, inc. 
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WHAT’S NEW 











gas, No. 1 fuel oil or gerosene. 
Burns without smoke. Can be con- 
nected to any size tank. Has built- 
in legs. Heater and tank available 
singly. Retail price, $9.95. Silent 
Sioux Corp. 


For more data circle No. 39 on postcard, p. 85 


Automatic Shotgun 


Semi-automatic Winchester shot- 
gun Model 50 is self-loading with 
a non-recoiling barrel and an in- 
dependent chamber. Barrel and 
receiver are heat-treated chrome 
molybdenum steel. Hand-checkered 
pistol-grip stock and forearm are 


of American walnut in natural fin- 








| ish. Shotgun is available in field, 


trap or skeet grades with plain or 
ventilated rib barrels. Priced from 


| $120.50. Olin Industries, Inc. 


| For more data circle No. 40 on postcard, p. 85 





Outside Wall Faucet 


Freez-Free faucet unit is com- 
pletely assembled for simple in- 
stallation by merely threading onto 
a one-half inch service pipe. Posi- 


tive closure is assured at all times. 
Valve consists of corrosion-proof 
metal ball closing against brass 
seat. No washers, servicing or at- 
tention required. Made of bronze, 





and monel metal, 
corrosion- 


brass, copper, 
faucets are rust and 
proof. Woodmanse Mfg. Co. 


For more data circle No. 41 on postcard, p. 85 


Squidding Line 

Dacron squidding line, Micro-X, 
has a slick siliconized finish which 
gives maximum resistance to 
abrasion, better casts and greater 
knot strength. Fiat construction 
allows more line to be packed on 


the reel. Sunset Line & Twine Co. 
For more data circle No. 42 on postcard, p. 85 


Fishing Tackle Box 

For spin fishing, this tackle box 
is called My Spin’n’ Buddy. It has 
overall depth of 314 in., is 14 in. 
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For more than 50 years Griffin 

hinges have been known for their 

fine materials and workman- 

ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware . 

quality produced by 

Griffin. 





3 





BS very DOOR NEEDS THREE! 


~( sRIFFIN- 


anufacturing Company 
ERIE » PENNSYLVANIA 


THE 6. S. ALDER COMPANY 
45 Warren Street 
New York 7, N. Y. E. H. FARRAR 
HARVEY D. RUSH & SONS WALTER S. JOHNSON & SONS Room 22, 2nd Unit 








4638 Nichols Parkway 917 St. Charlies Avenue Santa Fe Bidg 
Kansas City, Missouri Atlanta, Georgia Dalias 2, Texas 
WILBUR H. DAVIS H.C. GLOVER c LEwis 


- &. 
1639 W. Fargo Avenue 2450 17th Street 


Chicago 26, Iinois 
GEORGE A. GREGG 
17134-6 Wyoming Avenue 

Detroit 21, Michigan 
AUSTIN & EDDY INC. 
115 Broad Street 
Boston, Massachusetts 


2611 Garrison Bivd. 
Baltimore 16, Maryland San Franeiseo 10, Calif. 
ROY L. ROGERS R.F.B R 
1620 Garfield Street 4524 East 60th Street 
Denver 6, Colorado Seattle, Washington 
W. C. MEIBAUM & CO. L. G. FULLER 
6954 Oleatha Avenue P. 0. Box 2113 
St. Louls 9, Missouri Jackson 5, Miss. 








{ 
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If this Housing ever 
Breaks or Distorts we 
will replace it Free. 


Rikeatb 


Pipe Wrench 





Features that have made it the 
Biggest Seller on the market 


* Housing Guarantee is specific, instant make- 
good, no argument. 

* No-slip no-lock replaceable jaws, handy pipe 
scale on hookjaw. ; 

* Adjusting nut that spins easily to size, 6’’ to 60”. 

* Comfort-grip I-beam handle. 

* 100% factory pipe testing of every wrench! 

* For fast turnover, sell Rit21D>’s— most for your 
customers’ money! 


THE RIDGE TOOL CO. «+ ELYRIA, OHIO 
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Set your sights 


on BIGGER PROFITS! 
Sell 


Victor 


.the only complete line 
of arohalolalolib mmol hA-tm@st t-te 


Decoys 


all-position head. 6 species. 
Oversize model also available. 





Victor Veri-Lite — Light, tough 


molded fiber, painted in true-to-nature 


colors. Self-righting; thoroughly wat- 
erproof. Movable head 
can be permanently fixed 
in any position. 9 species. 





6 
; 


Victor Field — NEW three-dimen- 


sional molded fiber shell, authentic 
“feather-finish’’. Adjustable head, 
wire stake. 3 species. 
able on special order.) 


(Others avail- 





Victor Goose — Full-size molded 
fiber field decoy, convertible to water 
use. Adjustable upright and feeder 
heads. Authentic glass eyes. 3 species. 


Victor Wood — (not illustrated) 
Realistic, ‘‘feather-finish”’ on selected 
wood; oversize. Lifelike glass eyes. 
Now Equipped With Adjustable Tenite 
Plastic Head. 9 species. 


Fast-selling accessories 
you’ll want to stock: 


Victor Duk-Tone and Victor Cro- 
Tone calls—both equipped with lan- 
yard; also anchors, balance weights. 
Order the complete line of Victor 
decoys and accessories from your 
wholesaler—NOW. 


ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. © Pascagoula, Miss. 





Victor Majestic — Life-size, real- 
istically finished Tenite plastic. In- 
ternally weighted for smooth riding, 
shot holes easily repaired. Adjustable 
Deluxe 


| 


WHAT'S NEW 


@ For more information on these products and services 
use free post card on page 85. 


Oil Heater Line 


New oil-fired circblating heaters 
have baked-on mahogany enamel 
finish, Two models feature new 








long and 7% in. wide. Made of 
aluminum, box has two pull-up can- 
tilever trays with 30 bait compart- 
ments, reel well, and three parti- 





tioned spaces in bottom for line, 
extra spools, leaders and additional 
tackle. Stratton & Terstegge Co. 


For more data circle No. 43 on postcard, p. 85 


Plastic Hammers 
Line of plastic hammers includes 


| 42 sizes and shapes, the smallest 


having a 2 oz. head and the larg- 
est a 2 lb. head. Available in 


[Tr sii 


straight peen, cross peen and ball 
peen. Faces are made from soft 
cellulose. Handles are of hickory 
and are keyed into steel heads so 
they cannot twist or turn. Hunter 
Tool Co. 


For more data circle No. 44 on postcard, p. 85 


Screwless Light Switches 


Two new Quiette switches with 
screwless terminals are available in 
single pole and 3-way types. Screw- 
less terminals take a No. 12 or 14 
wire. Strip gages on back of switch 
indicate exact amount of insulation 
to be removed. Packed 10 to a car- 
ton and mounted on_ individual 
cards which give complete installa- 
tion instructions. Single pole switch 
lists at 89 cents, and 3-way switches 
at $1.35. Both are rated at 15 
amps., 120 volt AC only. The Ar- 
row-Hart & Hegeman Electric Co., 
Retail Division. 


For more data circle No. 45 on postcard, p. 85 





cabinet design with radiant open- 
up front to provide quick blast of 
heat. Both radiant front heaters 
come in 75,800 btu and 55,500 btu 
models. Suggested list prices of 
5-model line range from $64.95 to 
$139.95. Preway Inc. 


For more data circle No. 46 on postcard, p. 85 


Autoloading Pistol 

Called the Dura-matic, this new 
.22 long rifle autoloading pistol re- 
tails at $37.50. Double safety fea- 
ture consists of visible indicator to 
show when pistol is ready to fire 


and a combination slide lock and 
positive cross bolt safety. Ten 
shot magazine releases by push 


Available with a 6'% or 
or both barrels for 
High Standard Mfg. 


button. 
4% in. barrel, 
$7.50 extra. 
Corp. 


For more data circle No. 47 on postcard, 


p. 85 





(Resume reading on page 13) 
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JIM BOYNTON, FAWCETT’S NEW VICE-PRESIDENT AND DIRECTOR OF ADVERTISING 





“I put in 22 years at The American Weekly. “He spoke about Faweett’s editorial prog- 





I had a good job, Eastern Advertising Man- ress. He was blunt on the realities of effective 
And 


Fawcett stepping up its service to advertisers 


ager. I had a substantial future. Many of my circulation. most emphatic about 


associates are close friends. I never thought 
of leaving them. : 

and agencies. 
“Some weeks ago I met Roger Fawcett. He 


E “We got together several times after that be- 
told me a great deal about recent Fawcett . : ’ 


cause we both wanted to. One of these times 


open- changes. I got a different slant on some of 
last of the things I had read in the trade press. I be- Roger offered me a job. No sales talk, no per- 
eaters came convinced that he had done what many Suasion. I sold the opportunity and plans for 
00 btu publishers have yet to do—put his house in — the future to myself. So I took it. I say now, 
coo Pe order for the rugged days ahead. enthusiastically — watch Fawcett!” 

: 0 
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ROGER FAWCETT, VICE-PRESIDENT AND GENERAL MANAGER OF FAWCETT PUBLICATIONS 





card, p. 85 








“Every move we’ve made at Fawcett these 
past few months has been with our eyes wide 
open. We, like other publishers, put on a lot 
of fat in the fabulous ’40’s. Well, now we’ve 
cut it off. 


“Next, we're building up, here at headquar- 
ters and in the field. A big first step—a new 
national advertising director. Needed—a man 
with a real record and high respect in the 
field. And we found him—Jim Boynton. 
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“We had our talks quietly. But these things, 
somehow, always get out. I'd get a phone call 
or a note from a mutual friend, mentioning 
Jim, praising his effectiveness with Hearst 
and Crowell-Collier, complimenting his ma- 
ture judgment and solid performance. The 
consensus—‘a good man if you can get him.’ 


“Well, Jim’s on the job. Things are going to 
start to happen. This is only the beginning. 
I, too, say—watch Fawcett!” 








STOCK UP NOW 


on the Line 


offering a brand in 
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EVERY PRICE BRACKET 


for every neca- 





AMERICA’S NO. 1 LINE—FOR OIL 
STOVES, RANGES AND HEATERS 


REORDER the brands 
your trade demands! 


GLASWIK 

World's finest spun glass wireless wick. 
FLAMEMASTER 

The asbestos leader—more oil-carrying strands. 
BESWIK 

New solid-weave asbestos wick, competitive price. 
OTHER ASBESTOS WICKS 
Fastheat » Superheat + Thrif-t 

Tripleneat (3-wire)—new low price 
Top Notch—for Perfection stoves, heaters 


ALSO METAL-BACK RANGE BURNER SETS IN 
GLASWIK, FLAMEMASTER & THRIF-T BRANDS 


Sold Only Through Distributors 
ATLAS courany 
COMPANY 

NORTH WALES 7, PA. 
Mirs. of Asbestos Textiles Since 1922 








TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 


(Continued from page 13) 


Mermenta 
RUGGED & RUSTLESS 
SOLID BRASS PADLOCES 





sell for 79¢ each. Also available 
free is an assortment of key blanks. 
Display has built-in units for open 
stock and comes with both wall fix- 
tures and counter dowels. It can 
either be hung on a wall or stood 
on a counter. Slaymaker Lock Co. 


For more data circle No. 48 on postcard, p. 85 


Portable Radio Display 
Several promotional pieces are 
being offered in two packages for 
merchandising the 1954 portable 
radio line. Each contains a win- 
dow display, counter display, news- 
paper advertising mats, window 
banners and sales folders. One 
package has a window display that 
shows three portables, and a 
counter display that shows a single 
radio. The other package con- 
tains a clock-portable radio display 
large enough for three 747P sets, 
with mechanical clock. All display 


ete Bag 
Arvin 


porTastss 





material comes folded flat with set 
up directions. Arvin Industries, 
Ine. 


For more data circle No, 49 on pestcard, p. 85 ; 


Sash Cord Package 

Sash cord now comes packaged 
in heavy gauge polyethylene bag 
which protects it from dust, dirt 
and handling abuse. Cord is visible 





and with both hanks bagged two 
packages may be obtained if de- 
sired. Printing is yellow and blue, 
John H. Graham & Co., Inc. 


For more data circle No. 50 on postcard, p. 85 


Floor Tile Display 

Matico tile display unit consists 
of three horizontal revolving metal 
panels which hold samples of the 





complete color lines of Matico as- 
phalt tile, Aristoflex vinyl plastic 
tile and Matico confettj tile. Unit 
is 2014 in. high, 331% in. wide and 
2334 in. deep. Mastic Tile Corp. 
of America. 

For more data circle No. 51 on postcard, p. 85 


. 
Wrench Displays 
Three fiber board displays, the 
Bon-E-Con Pyramid Trio, include 
units of combination wrencnes 
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NEW! 
WESTINGHOUSE 
EYE-SAVER 
LIGHT BULBS 


Give You Up To 31% Extra 
Gross Profit On Each Eye- 
Saver Bulb Sold As Com- 
pared With Regular Light 
Bulbs. 


BUILD PROFIT TWO WAYS 


FIRST, through multiple sales to relieve 
glare throughout households . . . 


SECOND, because Eye-Savers sell for 
5¢ more per bulb. 


MAKE $25.38 ON THIS FACTORY-PACKED 
ASSORTMENT — GET MERCHANDISER FREE 


Colorful . . . attention-getting . . . prof- 
itable. Merchandises all four lamp types 
in the assortment. Includes free striking 
window streamer in 2 colors to start 
extra Eye-Saver sales before customers 
are even in the store. Streamer measures 
14" x 34". Merchandisers also include 
special display on nationally advertised 
Westinghouse 3-way cutlery offer to build 
extra traffic and profit on your floor.. 
Call your Westinghouse Lamp Sales Agent 
today. 


os 





120 60-W Eye-Savers 

120 100-W Eye-Savers 

60 150-W Eye-Savers 

30 50/150-W Three-Lite Eye-Saver 


I og Cok bec iemes $63.45* 
(at minimum discount of 30%) 
I cs wna ewibed $25.38 


"Includes Federal Excise Tax 


you CAN BE SURE...1F ITS \ Vestinghouse 


IN TV'S TOP DRAMATIC SHOW... 


TUNE 
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Compare the all-over brightness of the new Westinghouse Eye-Saver bulb on the right 
with the regular bulb on the left. Eye-Saver bulbs are the first major change in light bulbs since 


development of inside frosted! New Westinghouse Eye-Saver bulbs reduce glare . . . 
easier. Inner layer of glare-deflecting particles break up bulb’s usua! blinding spot... 


easier and more comfortable. 


MAKE UP YOUR OWN 
ASSORTMENT ... GET THIS FREE 
COUNTER DEMONSTRATOR 





Demonstrator dramatizes the difference 
between ordinary bulbs and Eye-Savers. 
This merchandiser is free with the Eye- 
Saver assortment you order yourself. In- 
cludes a striking 2-color window streamer 
to remind customers of Westinghouse 
ads in Life and on Studio One, as well as 
sales-stimulating cutlery offer to help you 
attract still more business, Make up your 
Eye-Saver assortment from the following 
lamps and order from your Westing- 
house Lamp Selling Agent today. 


BULB PRICE (Incl. Fed. Tax ) 
60-Watt $0.22 
100-Watt -24 
150-Watt .30 
150-Watt Indirect 1.10 
50/150-Watt Indirect 3-Lite 1.21 
50/150-Watt 3-Lite .50 
100/300-Watt 3-Lite 71 


make seeing 
make seeing 


SPECIAL CUTLERY OFFER 


Pulls Extra Business— 
Nothing To Handle 


Your customers get choice of 6 steak 
knives ... 6 forks... hostess set... for 
less than half retail cost when they include 
front panel from any 3-lamp carton. 
Coupons right on merchandiser—no 
bother to you. 





944444 


MM 











ADS IN LIFE; STUDIO ONE 


Watch for National Ads 
September 27, 
October I, 

and November 8. 





- WESTINGHOUSE STUDIO ONE... EVERY WEEK. 
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R. E. DIETZ COMPANY 
SYRACUSE 1, N. Y. 











BLAIR Model 66 
21” Power Mower 


Also available: 18” Reel Power Mow- 
ers, Blair Rotary Mowers, and a full 
line of fine hand mowers. 

If it’s made by BLAIR, the qual- 
ity’s there. 


BLAIR MANUFACTURING CO. 
Telephone 2-7449 
Springfield 7, Mass. 
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TO HELP YOU SELL 


BON ECON 


rOooLs 








(illustrated), open end wrenches, 
and box wrenches.  Self-service 
features of the displays are list- 
ing of wrench opening sizes, tool 
numbers, and series of white lac- 
quered circles listing prices. Oc- 
cupying less than 1 sq ft of space, 
displays can be set up on counters, 
tables or shelves. All three units 
cost dealer less than $45. Bonney 
Forge and Tool Works. 


For more data circle No. 52 on postcard, p. 85 


Reel Parts Kit 

A parts kit is now available for 
use of dealers in supplying Fix 
spinning reel customers with re- 
placement parts. Kit comes in a 
plastic box, measuring 8x°,x1%4 
in., with a hinged cover and four 
inner compartments. General Prod- 
ucts. 
For more data circle No. 53 on postcard, p. 85 


Tile Display Cards 

This set of four display cards 
(illustrated) is printed in gold and 
black, and fits on the back of cut- 
open cartons of KenFlor viny] tile. 
Each card has blank space for in- 





sertion of retail price. Also avail- 
able are three KenFlor sample sets 
in sizes 2x2 in., 4x4 in. and 9x9 in. 
There are 12 colors in each set. 


Kentile, Inc. 
For more data circle No. 54 on postcard, p. 85 


Brush Merchandiser 


Brush merchandiser comes with 
assortment No. 5287 which con- 
tains 19 types of household brush- 
es. Made of lacquered hardwood, 
cabinet holds 432 brushes. It mea- 
sures 52x28x21 in. and fits into 





5 sq. ft. of space. Photographs 
show brushes in use, all price- 
marked. Merchandiser has list 
value of $307.08; costs dealer 
$204.72. Empire Brushes, Inc. 


For more data circle No. 55 on postcard, p. 85 


Painters’ Cutlery Display 

No. A13 counter merchandiser 
comprises an assortment of the P-13 
line of painters’ cutlery and a 


SL CAs “oe 
PAINTERS’ TOOL di. 





a ’ 
— see — 


counter display board. Cutlery as- 
sortment includes 1 doz. stiff-blade 
putty knives, 1 doz. flexible-blade 
putty knives, % doz. stiff-blade 
wall scrapers, 1% doz. flexible-blade 
wall scrapers, and 4 doz. flexible- 
blade spachtling knives. Display 
board with natural birchwood base 
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Your Summer 
Rendezvous... 


THE TEME:..... SUNDAY, AUGUST 8TH THROUGH 
FRIDAY, AUGUST 13TH, 1954 


THE PLACE: ....- The Conrad Hilton=- 
Chicago 


THE OCCASION: ... . . The National Fishing Tackle Show, greatest 
get-together of manufacturers and jobber- 
buyers . . . the place where fishing tackle 
and allied lines (hunting and camping 


equipment) are viewed and reviewed .. . 
quip 











the focal point of maker and distributor 


Get your hotel reservation in now—write ... the ONE show which practically every- 


The National 
F ishing Tackle 
Show, Ine. 


30 N. LASALLE ST., 
CHICAGO 2, ILL. 


Phone: Franklin 2-1216 


one attends . . . the industry's show of 
shows which this summer will be bigger, | 


better and more popular than ever! 
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McGill ‘CANT MISS” 


mouse & rat traps 


SPRING 
THIS 


Today For 
Complete 
Information 


McGILL METAL PRODUCTS CO. 


MARENGO- ILLINOIS 

























NEW! FORGED 

BRASS HEAD TO 

DRIVE IN NAILS 
BHS-1 1/2" STIFF 

PUTTY KNIFE 

RETAIL EA. $1.19 

12 IN DISPLAY 
COST - $8.57 
FULL 40% DEALER 

NET PROFIT 






Space-Saver 
Merchandiser 


@eeeeeee#eee#eeeesttet¢ ee 8&6 6 © © tee 


@ Order from jobber or write for details 


MANUFACTURING CO. 


SO THBRIOGE MASS 


QUALITY PRODUCTS SINCE 1875 





104 





TO HELP YOU SELL 


@ For more information 
on these products and 
services use free post 
card on page 85. 








and a_ red-white-and-blue — back- 
board, occupies less than 1 sq ft of 
counter space. Merchandiser costs 
dealer $21.75. List price of cut- 
lery is $34.35. Red Devil Tools. 


For more data circle No. 56 on postcard, p. 85 


Home Kit Pegboard 


Hang-All home kit pegboard, No. 
H-28, contains a white tempered 
Duron pegboard measuring 19%4x 
2334 in. Also included are 18 all 





toe WANG -ALL KET coma 


OME wun wi 9 

Sisletes soace! ™ 
te ain puRpoas mw 
suceun mooes 


purpose hooks, six special hooks, 
four spring clips, four spacers and 
four mounting screws. Retails at 
$3.49. Larger kits are available for 
workbench and ‘garden tool use. 
When this item was originally de- 
scribed on page 155 of June 10 
issue, the wrong photograph was 
used to illustrate item. Herewith 
is the correct photograph. Fabri- 
cators, Ine. 


For more data circle No. 57 on postcard, p. 85 


Window Materials Display 

Known as the ‘‘49er,” this metal 
floor fixture holds five full rolls of 
R-V-Lite and Vimlite window ma- 
terials or other roll goods up to 
36 in. wide. Display is 57 in. high 
and occupies 22x38 in. of floor 
space. Equipped with a special 
holding device to secure rolls, a 
measuring rule and a full length 


cutting groove, unit is finished in 
baked enamel. Fixture has $15 value 
but costs dealer $6 with any $49 
purchase of his own selection of 
R-V-Lite materials. Arvey Corp. 


For more data circle No. 58 on postcard, p. 85 


Tape Dispenser 


Dispenser package for home 
freezer tape features a_ built-in 
metal cutting edge for easy cutting 


of the Scotch tape as it is dispensed 
from the roll. Package also has 
center opening for gripping. Avail- 
able in a *4x300 in. size for 35¢ 
and a 34 in. by 90 ft size for 98¢. 
Minnesota Mining & Mfg. Co. 


For more data circle No. 59 on postcard, p. 85 


Rotary Tiller Brochure 


Two-color brochure _ illustrates 
and describes complete line of ro- 
tary tillers. Gives performance de- 
tails and specifications of construc- 
tion and operation. Also illustrates 
attachments for the various models. 
Designed as a self-mailing piece, 
Bulletin 550598 also opens _ into 
wall chart. Bolens Products Div., 
Food Machinery & Chemical Corp. 


For more data circle No. 60 on postcard, p. 85 


Sander Displays 


Counter display cartons for mod- 
els Nos. 504 and 900 sanders are 
in red, white and blue. Cartons il- 
lustrate uses of the sanders and 
draw attention to the “Life-of- 
Ownership Guarantee” on_ the 
units. No. 900 display box points 
out the sight-saving work light on 
this model, and the box is slotted 
to hold a sanding handbook and a 
quantity of circulars. Syncro Corp. 
For more data circle No. 61 on postcard, p. 85 


(Resume reading on page 14) 
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FORMITY 


Uniformity, quality and good looks make Warren-Teed 
Mattocks the easiest to sell, easiest to use tools you can stock. 
Finished attractively in Dutch Blue, they'll help sell themselves. 


Controlled forging techniques make all Warren-Teed Mattocks 
uniform in size, weight and in the shape of the cutting edges. They're easier 

to swing ... the curved blade knifes through clay faster. Careful heat 
treating helps hold true, sharp cutting edges longer. 


Note the fishtail on these mattocks. It reduces the amount of dirt that 
clings to the blade. Check the accuracy of the eyes. They are uniformly sized 
for perfect handle fit. Mattock weights are stamped cleanly on each tool. 


Order Warren-Teed Mattocks today, point out these easy-to-see advantages 
and watch them sell. If you want more information just ask us. And if your present 
Warren catalog needs replacement, ask us for a new copy. That's Catalog 853. 


WARRENZTEED 


f A 
trade {7 her. < mark 


WARREN TOOL CORPORATION 


Manufacturers of Warren-Teed and Devil railway track tools 
General Offices . . . Warren, Ohio 
Export Division . - 30 Church St., New York 7, N. Y. 
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Northern Wholesale Starts New Store 
Name Program; Mass Group Advertising 


In order to strengthen the 
position of dealers in their 
communities, the Northern 
Wholesale Hardware Co., 805 
N.W. Glisan St., Portland 9, 
Ore., has instituted a store 
identification and mass ad- 
vertising program keyed to 
the use of the name, “Home 
Town Hardware.” 

One of the purposes of 
this program is the belief 
that the 350 dealer members 
of the Northern Wholesale 
Hardware Co. can_ benefit 
from mass advertising at the 
local level more effectively 
if their stores are tied to- 
gether under a common 
group name. 

The name, “Home Town 
Hardware,” will be used in 
conjunction with the dealer’s 
own firm name. For in- 
stance, on the large metal 
signs which attach to the 
front or side of the store, 
the dealer’s name will ap- 
pear in large print, and the 
words, “Home Town,” will 
appear directly below. On 
the large neon signs which 
will go in front of the build- 
ing, the reverse will be true. 

In addition, the new name 
will be used on small, neon 
interior signs; on window 
valences; on decals for doors 
and windows; on decals for 
merchandising; on _ dealer 
trucks and automobiles; on 
display and price cards, and 
on bags and wrapping paper. 

All the stores will be 
painted in standard colors of 
yellow and brown, and the 
consumer promotions offered 
by the Northern Wholesale 
Hardware Co. to its dealers, 
will carry out those colors. 

The program will be an- 
nounced to the general pub- 
lic at the same time that the 
group’s new Summer Sale 
promotions opens.  An- 
nouncements will also be 
made in the consumer cir- 
cular for the event and in 
double page ads in the prin- 
cipal Seattle, Spokane, and 
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Portland newspapers, and in 
the dealers’ own tie-in ads in 
their local newspapers. 

The program was first 
tested in Spokane, and from 
the results obtained there, 
company officials decided to 
extend the program to all its 
dealers. This advertising 
and promotion plan is ex- 
pected to reach 10,000,000 
people in Washington, Ore- 
gon, and Idaho. 





G. T. Kohlmeier Named 
Igoe Field Sales Mgr. 
George T. Kohlmeier has 
been named field sales man- 
ager of Igoe Brothers, Inc., 





GEORGE T. KOHLMEIER +; 


wholesalers of Brooklyn, N. 
Y. He will spend much of 
his time in dealer service 
work, and makes his head- 
quarters at the firm’s Brook- 
lyn office. 

Mr. Kohlmeier was _ for- 
merly vice president in 
charge of sales of Kohlmeier 
Hardware Corp. 





S. R. Mathison Named 
Regional Sales Manager 


Stanley R. Mathison has 
been named regional sales 
manager of Coolerator Co., 
Duluth, Minn. He will be lo- 
cated in San Francisco. 

Mr. Mathison formerly 
represented Murray Corp. as 
a regional sales manager in 
New England. 


Yale & Towne Appoints 
Division Sales Manager 


Vincent E. Sheridan has 
been appointed sales man- 


ager of the Norton Door 
Closer Co. Div., The Yale & 
Towne Mfg. Co., Berrien 


Springs, Mich. 

Mr. Sheridan joined Yale 
& Towne in 1925 as a stock 
clerk in the Sager Lock 
Works, then a division of the 
company. From 1950 to 
1953, he was sales manager 
of both Sager and Barrows 
Lock Works. These lines 
were discontinued when the 
Berrien Springs Div. was re- 


HARDWARE BRIEFS: 


J. H. Hackett Marks 60th Year With Firm; 
Hardware Store To Open In Wilmington 


Sunbury, Pa—J. Hurst 
Hackett, president of Hack- 
ett’s Hardware, Inc., 325 
Market St., celebrated his 
60th anniversary with the 
firm on June 4. Mr. Hackett 
began his career in the hard- 
ware business in 1894 in his 
father’s store. His father, 
the late George W. Hackett, 
originally started the busi- 
ness in 1874 with Connley 
Mateer. 


Wilmington, Del_—Town 


and Country Hardware Store 





View of Town and Country Hardware Store, announced 

June 24 as the first tenant of the new East Wing in the 

Wilmington, Del., Merchandise Mart. 

sq ft of space and frontage of 60 ft with four display 

windows facing Mart’s parking areas. Featuring ‘‘do-it- 

yourself” tools and materials, the store will open in the 
early fall. 
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VINCENT E. SHERIDAN 


organized as Yale & Towne’s 
Norton Door Closer Co. Div. 


was announced June 24 as 
the first tenant in the new 
East Wing of the Wilming- 
ton Merchandise Mart. It is 
scheduled to open in_ the 
early fall of this year. 

The 9000 sq ft store has 
been designed to emphasize 
interest in home work shops 
and “do it yourself’ tools 
and materials. 

Holman H. White will 
manage the store. He was 
formerly associated with 


Paul P. Devitt Hardware Co. 
for more than 20 years, and 
(Continued on page 116) 


Store has 9000 
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Sanson & Rowland Opens 
New Philadelphia Office 


Sanson & Rowland, Inc., 
Philadelphia, formally opened 
their new Philadelphia offices 
and warehouse at 186 W. 
Louden St. on June 10. 

An Open House was held 
between 5 and 8 p.m. and at- 
tended by about 200 custom- 
ers and factory suppliers. 

The new warehouse has 
close to 30,000 sq ft all on 
one floor, supplemented by 
four shipping and receiving 
stations. 

The guests toured the new 
plant, during which time they 
enjoyed a buffet supper. 


Bolt & Nut Co. Makes 
Executive Changes 


Several major executive 
changes have been announced 
by Russell, Burdsall & Ward 
Bolt and Nut Co., Port 
Chester, N. Y. 

William E. Ward, for sev- 
eral years vice-president and 
general manager of RB&W, 
has been elected president 
and general manager. 

Evans Ward, president of 


Jack McCally has been ap- 
pointed buyer of agricultural 
and hardware merchandise 
for the Schoellkopf Co., 





JACK McCALLY 





the company since 
now chairman of the board 


of directors and chief execu- 





WILLIAM E. WARD 


tive officer of the Corpora- 
tion. 

Samuel N. Comly has been 
elected to the new position 
of executive vice-president. 
He was formerly vice-presi- 
dent and treasurer. 


Keeler Names President 

H. Van Wyk, formerly vice 
president of Colotyle, has 
been appointed president of 
C. P. Keeler Co., manufactur- 
ers’ agents of Seattle, Wash. 


Jack McCally Named Merchandise Buyer 
Of Schoellkopf Co., Texas Wholesalers 


wholesalers of Dallas, Tex., 
it is announced by Herman 
T. Biar, vice-president and 
general manager of the firm. 

Mr. McCally succeeds Eli 
Magee who resigned recently. 


Mr. McCally joined the 
wholesale firm in 1948 and 
for two years was a road 


salesman covering north cen- 
tral Texas and several coun- 
ties in Oklahoma. He then 
served as a house salesman 
and had several buying re- 
sponsibilities. 

Prior to joining the 
Schoellkopf Co., Mr. McCally 
spent 15 years in the retail 
hardware store of A. D. Hope 
& Sons, McKinney, Tex. 
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Sales Promotion Explored At 
Lawn Mower Institute Meeting 


Methods for promoting 
power lawn mowers to 
dealers and consumers were 
among the chief topics 
studied at the second annual 
convention of the Lawn 
Mower Institute, held June 
18 in Washington, D. C. 

Other subjects were an 
analysis of advertising by 
the Institute’s members, the 
excise tax situation, a study 
of the mower market, and 
the need for continuing and 
enlarging the safety cam- 
paign. 

The Institute which is 
comprised of 47 lawn mower 
manufacturers drew an at- 
tendance of more than 150 
mower executives and their 
Wives. 

S. O. Briggs, vice-presi- 
dent, Lawn Mower Div., Reo 
Motors, Inc., elected 
president succeeding T. Bow- 
ring Woodbury, president, 


was 


Air Capitol Manufacturers, 
Inc. C. Neal Turner, presi- 
dent, Eclipse Lawn Mowe) 
Co., was elected vice-presi- 


dent, and Harold M. Cooper, 
secretary - treasurer, Coope) 
Mfg. Co., was elected secre- 
tary-treasurer of the Insti- 


tute. Harold K. Howe was 


executive secretary. 
The meeting got 
way with a_ discussion 
“Advertising for the Good of 
the Industry” by John F. Ap 
sey, Jr., director of market- 
ing, Black & Decker Mfg. 
Co., who pointed out the simi- 
larity of markets for 
tools and power mowers. 
Mr. Apsey urged 
mower industry to use 
same advertising techniques 
in consumer and trade papers 
that were used by the power 
tool industry to establish the 
family relationship of a line, 
and brand name recognition. 
While price is a powerful 
incentive, he said, an impres 
sion can be made on consum 
ers and dealers by advertis 
ing quality, brand, and policy 


unde? 
on 


power 


the 
the 


thus establishing the value 
and acceptance of product 
above price. 

Play up design perform 


ance in advertising to the 
consumer, Mr. Apsey advised. 
It stays in the consumer's 
mind, and informative adve1 
tising® helps the dealer. Then 
show the dealer how the con 
sumer is pre-conditioned. 
Mr. Apsey suggested that 
(Continued on page 108) 





Newly-elected officers of the Lawn Mower Institute are, 


left to right; C. 


Neal Turner, Eclipse Lawn Mower Co., 


vice-president; Harold M. Cooper, Cooper Mfg. Co., sec- 
retary-treasurer; S. O. Briggs, Lawn Mower Div., Reo 


Motors, 


Inc., 


president. 
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Sales Promotion Covered 
At Lawn Mower Meeting 
(Continued from Page 107) 
mower manufacturers tie 
dealers in with their adver- 
tising programs, through 
dealer identification such as 
telephone listings, window 
decals, listing in local con- 

sumer ads. 

Dealers should be advised, 
he said, of manufacturers’ 
advertising time schedules, 
available mats, radio and TV 
spots; should be given copies 
of consumer ads. And all of 
this should be tied up as a 
package in an attractive bro- 
chure. 

Another important mer- 
chandising point Mr. Apsey 
made was the necessity for a 
factory service program. 
This should be stressed in 
capital letters in all adver- 
tising and promotions, he 
said. Other suggestions of- 
fered include: 


Basic Selling Tools 


Sales training programs; 
promotion of the basic tool 
with the accent on its greater 
value when sold with attach- 
ments; help dealers do re- 
lated selling by showing them 
how to build related displays. 

Harold K. Howe, who is 
executive secretary of the In- 
stitute, reported on a study 
of advertising programs of 
its members, who were sur- 
veyed. Of a 63 pct return, all 
said they advertise their own 
brand lawn mower. Adver- 
tising budgets are set up on 
a percentage of factory sales, 
with 42 pct budgeting 3 pct 
of sales. 


T. Bowring Woodbury, Air Capitol 
Mfrs., Inc., retiring president. 
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About one-third of the 
membership reported having 
cooperative advertising pro- 
grams. Of those, 50 pct pay 
half of the cost, and the dis- 
tributor pays the remainder. 
Another arrangement used 
by 50 pet of the members is 
for them to pay half, the dis- 
tributor to pay 25 pct, and 
the dealer 25 pet. 


The Sales Potential 


Vincent R. Shiely, 
tant to the president, Toro 
Mfg. Co., and chairman of 
the Institute’s Statistical Re- 
port Committee, presented an 
analysis of the power mower 
market. He pointed out that 
since 1946, 7,500,000 power 
mowers had been produced, 
and as of Sept. 1, this year, 


assis- 


stocks in use would total 
7,000,000. 

Speaking from his com- 
pany’s point of view, and 


projecting the rate of growth 
of the market to 1962, Mr. 
Shiely pointed to a period of 
stabilization during the next 
few years due to the leveling 
off of consumer incomes and 
of housing starts. A pick-up 
was forecast for the early 
1960’s due to new households. 

In discussing the replace- 
ment market, Mr. Shiely said 
the replacement market in 
the 1960’s will be 70 pct. Av- 
erage power mower life, he 
said, was 6% years. 

Saturation in the eight 
years since 1946 was put at 
50 pet. A 75 pct saturation 
point was a good goal, he 
said, but it would be difficult 
to achieve the remaining 25 
pet. It would mean competi- 
tion in trade-ins. 





~News of the Trade ————_— 


John F. Aspey, Jr., who outlined an 
advertising program. 





A. W. Schenck, sales man- 
ager, Lawn Mower Div., Sav- 
age Arms Corp., told of the 
safety folders distributed to 
members by the Institute to 
insert in cartons and mailed 
to dealers in order to make 
the consumer more conscious 
of safe procedures in han- 
dling power mowers. In urg- 
ing wider use of these fold- 
ers, Mr. Schenck referred to 
contemplated action by some 
state legislators against the 
use of power mowers. 


Excise Tax Refunds 
Executive Secretary Howe, 
reporting on the work of the 
Institute, told how it had 
helped dealers and consumers 
by successfully achieving a 
reduction of the excise tax to 
5 pet. He said that the fight 
for complete repeal of the 
tax would continue and he 
viewed the chance of getting 
a favorable action as good 
because congressional consid- 
eration has been promised 
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Vincent Shiely, 
mower market. 





A. W. Schenck, 
who spoke on the 
industry's safety 
program. 


and other industries were in 
the same fight. 

Excise taxes were also the 
subject of two speakers from 
the Internal Revenue Service, 
who answered questions on 
floor stock refunds posed by 
the members. In the answers, 
it was pointed out that the 
IRS doesn’t require an aff- 
davit from manufacturers, 
but they could require them 
from distributors as_ proof. 

It was also suggested that 
if manufacturers take credit 
rather than money, the proc- 
ess would be quicker. Manu- 
facturers were also told that 
credit memos to distributors 
against future purchases are 
not allowable. 

They can make an approxi- 
mation of refunds due if the 
refund is not greater than 
the actual tax paid. It was 
suggested that the method 
for making this approxima- 
tion be submitted to IRS dis- 
trict for ap- 
proval. 


supervisors 





who discussed the 
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veg ---the revolutionary new abrasive cloth that lets 
It was the sanded material flow right through 


method jNOUAF 
. t ’ . 
proxima- or nent Here’s the new sanding cloth your customers have wanted: SAND SCREEN 
IRS dis- sf 


by CARBORUNDUM...the open-mesh abrasive that lasts 7 to 15 times longer 
for ap- 2 


than conventional abrasives because the removed material flows right 
through, doesn’t clog and glaze. Makes sanding easier, faster; on wood, 
cesme Huh USA metals, paint undercoats and sealers. 


et QunNDd DUM 


Zoe ee™ You use both sides of SAND SCREEN. Each is coated uniformly with hard, 
age oc® sharp silicon carbide abrasive grain. Use it wet or dry.. by hand or machine. 
i ow It folds like paper, tears like cloth. Available in full 9x11” sheets, cut 

sheets for oscillating or vibrating sanders, or discs, in grit sizes 180 and finer. 


—_———— ee me 
THE CARBORUNDUM COMPANY 
ORDER SAND SCREEN Topay! | Dep: HA 90-433 
| Niagara Falls, New York 
Call your CARBORUNDUM Wholesaler for 
fast delivery on this remarkable new | Send SAND SCREEN sample, folder COMPANY 
profit-maker. Or send the coupon for full "and catalog sheet. 

- ; STREET AND NUMBER 

information and a sample. 7 Include complete Abrasives Catalog 
‘ for Hardware Trade. City 


CARBORUNDUM 


REGISTERED TRADE MARK 


-.-the HIGH-PROFIT, LOW-INVENTORY abrasives line _ 
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\ It’s Famous Brookpark 


America’s Finest 
Melmac Dinnerware 


... Guaranteed not to break 


Display it where customers can see it, handle it 

and sell themselves on its beauty and break-resistance. 
No shrinkage in stock to cut into your profits. 

This small space unit displays, stocks and sells 
prepackaged starter sets and service 
sets, plus open stock. 








Nationally advertised 


Ask your jobber about Brookpark’s 
dealer plan or write: Dept. HA754 


international molded plastics, inc., Cleveland 9, Ohio 


110 





Texas Wholesaler To 
Hold Merchandise Show 


Walter H. Allen Co., 
dealer-owner wholesaler of 
Dallas, Texas, will hold a 


dealer meeting and merchan- 
dise show at the Baker Ho- 
tel, Aug. 30 and 31. 


Sanders Vice President 
Fifty Years With Firm 
Arthur Southall, vice pres- 
ident of H. M. Sanders Co., 
Boston, will complete 50 
years with the firm on July 9. 





ARTHUR SOUTHALL 


He joined Sanders as an 
errand boy at the age of 14. 

In addition to his work 
with the firm, Mr. Southall 
has been active in church and 
civic affairs. 


Mell-Hoffman Mfg. Co. 
Opens New Offices 


Mell- Hoffman Mfg. Co., 
Chicago, manufacturers of 
home accessories, celebrated 
the formal opening of its 
new offices and plant addi- 
tion at 1827-53 West Web- 
ster Ave. on May 22. On this 
date the firm also observed 
its 10th anniversary. 

The new plant 
brings the total 
cupied by the company to 
more than 30,000 sq ft. 


addition 
area oc- 


Lawn Items To Feature 
Hardware Show 


About 1200 manufacturers 
will provide the greatest ar- 
ray of hardware and associ- 
ated items ever exhibited at 
this year’s National Hard- 
ware Show scheduled Oct. 
11-15, at Navy Pier, Chicago. 

Highlighting the show will 
be displays of lawn, garden 
and light farm equipment by 


News of the Trade 


close to 400 manufacturers. 
More than 40,000 buyers 
are expected to attend the 
show. 
Buyers 
register 


are requested to 

now with National 
Hardware Show headquar- 
ters at 331 Madison Ave., 
New York 17. Admission 
badges will be mailed and no 
further registration will be 
required. 


Michigan Peat Names 
Four Salesmen 

Michigan Peat, New York, 
has appointed Donald W. 
Keller and Tom Thackery as 
sales representatives for IlIli- 
nois, Indianapolis and So, 
Eastern Wisconsin, and 
W. W. Campbell and J. Lee 
Blaylock as representatives 
for Ohio and Michigan. 

In addition to the regular 
Bactivated Michigan Peat 
line, they will introduce the 
new one half peck Handi- 
Pacs and one and one half 
quart Mini-Pacs for over the 
counter sales. 


Schick Names D. Crews 
Eastern District Mgr. 
Don Crews has been pro- 
moted to eastern district 
manager for Schick, Inc., 
electric shaver manufactur- 
er. Mr. Crews, who joined 
Schick in 1951 as junior 
salesman, was formerly su- 
pervising salesman in Flor- 
ida and adjoining territory. 


Hyde Mfg. Co. Honors 
President A. J. LaCroix 


A. J. LaCroix, president of 
Hyde Mfg. Co., Southbridge, 
Mass., was honored at 4a 
testimonial dinner on June 
11, for his 50 years with the 
firm. 

The dinner 
by 50 guests. 

Mr. LaCroix received sev- 
eral gifts including a dia- 
mond pin, a leather bound 
book entitled “This is Your 
Life,” a portable radio set 
and a water color of his 
home in North Brookfield. 

The 50th anniversary event 
coincided with the Hyde 
Company’s formal opening of 
its new plant addition in 
Southbridge. It contains 
12,000 sq ft of space. Ground 
was broken for the new addi- 
tion in the summer of 1953. 


was attended 
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Advertisements like this, appearing regularly in regional 
farm papers, are catching the attention of fence buyers. 


ASK YOUR JOBBER...about Bethlehem Fence 
... Steel fence posts... barbed wire... 
nails and staples . . . bolts and nuts 
... bale ties... baler wire .. . clothes 
line and other Bethlehem products. 
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DISPLAY IS FREE—JUST BUY THE LATCH | 


NEW DISPLAY 
helps you sell 


Helps you sell many more latches by demon- 
strating exclusive cushion action simple 
operation . . . easy installation. Buy the latch and 
the handsome blond wood display is yours free. 


A NEW DIFFERENT 
MAGNETIC DOOR LATCH 


Heppner Sales Co. Round Lake, iil. 


# 1/2 THE COST of other magnetic latches due to new, 


extremely efficient design and compact size (only 3/8” high 
x 2-1/8" long). 

No after-installation headaches—doors remain firmly closed 
even when warped or sagging. 

Doors open easily, shut quietly due to EXCLUSIVE spring 
action. 

Lasts indefinitely—no working parts to get out of order. 
Unconditionally guaranteed. 


Works equally well on wood or metal doors. Highly recom- 
mended for every type of home and industrial cabinet, 
including kitchen, medicine, tool, music and house trailer 
cabinets, closet doors and ship and boat lockers. 


Write for complete details and distributional 


information. Order your Sales-Helping Display TODAY. 


HEPPNER 


SALES COMPANY * ROUND LAKE, ILLINOIS 


Specialists in magnetic devices 
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Chicago, 


| Cleveland, Ohio, 





| been with the 
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NEWS OF 
MANUFACTURERS’ AGENTS 





Tuck Mfg. Co. Appoints 
Eleven Representatives 
Tuck Mfg. Co., Brockton, 


| Mass., has announced the ap- 
pointment of the following 
| representatives to handle its 


line of tools and tempered 


| springs: 


Holst Co., St. Petersburg, 
Fla., Florida; Woodward & 
Co., Minneapolis, Minn., 
Minnesota; Robert E. Muzzy, 
Illinois, Wisconsin 
and Illinois; W-G Sales Co., 
Kansas City, Missouri and 


| Kansas; Lester D. Moss, De- 
| troit, 


Michigan; John J. 
Wood, New Orleans, Louisi- 
ana and Mississippi; 

Also, Edgar L. Moss, Rich- 
mond, Va., Virginia; Lee 
Arter Co., Los Angeles, Cali- 
fornia, Arizona and Nevada; 


| Robert J. McCormick, Avon- 
| dale 


Estates, Ga., North 
Carolina, South Carolina, 
Georgia, Alabama, and Ten- 
nessee; The Herren-Sims Co., 
West Vir- 
ginia and western Pennsyl- 
vania; and W. G. Atkinson 
& Co., Tacoma, Wash., 
Washington, Oregon, Mon- 
tana, Idaho and Alaska. 


J. C. Frizzell Takes Over 
Quisenberry Agency 
Frizzell 


James C., has 


| taken over the operation of 


Stanley Quisenberry & Asso- 
ciates, St. Louis, manufac- 
turers’ agents. Mr. Friz- 
zell’s partner Stanley Quis- 


| enberry died June 10. 


Frizzell will be aided 
has 
two 


Mr. 
by Byron Barnes who 
firm for 


years. 


Curry and Lawson Form 
Agency in Dallas, Tex. 
D. Ben Curry and Glenn 
A. Lawson have formed a 
manufacturers’ representa- 


| tive agency with offices at the 
| 2nd Unit Santa Fe Building, 


Dallas, Tex., under the name 
of The Lawson-Curry Co. 

Lines handled are 
Fletcher Enamelware 
the Fuller Tool Co.; 
Bernz Co.; Shox-Stox, 
Resinite Sales Corp.; 
Ideal Cabinet Co. 


the 
Co.; 
Otto 
Inc.; 
and 


Mr. Curry started working 
for McDonald & Shaw, man- 
ufacturers’ agents in 1946, 
resigning to form his own 


D. BEN CURRY 


agency until April 1 of this 
year when ‘he joined forces 
with Glenn A. Lawson. 

Mr. Lawson entered the 
wholesale hardware business 
as a warehouseman in 1935. 
In 1945 he entered in busi- 
ness with E. N. Becknell and 
W. D. Wilkins in the Beck- 
nell Hardware Co. acting as 


vice-president and buyer un- 


til the business was sold in 


1951 when he became a man- » 


ufacturers’ representative. 


K. F. Einsiedel Forms 
Agency in Chicago 

Karl F. Einsiedel, associ- 
ated for more than five years 
with Richard H. Ruhling As- 
sociates, Chicago, has formed 
a manufacturer’s agency in 
Chicago. He _ will service 
housewares, paint and hard- 
ware products. 

Mr. Einsiedel’s has set up 
temporary headquarters at 
2256 W. Farragut Ave., Chi- 
cago. 


E. B. Spitzer Opens 
Manufacturers’ Agency 


Emanuel B. Spitzer has es- 
tablished a manufacturers’ 
agency at 472 Pelham Rd., 
New Rochelle, N. Y. He for- 
merly operated the Spitzer 
Supply Co., New Rochelle, 
for seven years. 

The agency will cover New 
York, New Jersey and Con- 
necticut. 
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* Perfect... 


BALANCE « 


* Featherweight... 
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One Hundred Eighty Years shovel 












making experience ...a guarantee 


of the best value in shovels. 


Equipped with 
AMES 
SHOCK BAND 3 


3% Ibs. 
3% Ibs. 


SPLIT-D HANDLE 


AMES RAM:LITE. 


Sections Taper Rolled where strength counts — 
reinforced by Turned Steps. Socket equipped 
with Ames Shock Band. 


Blade and Socket carefully tempered. Blade — 
tumbled finish, Handle — clear lacquer with 
Ames Burntcote finish optional. Weight approx. 
3% Ibs. each. 
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York, Pa., Distributor 
Moves General Offices 


Fulton, Mehring & Hauser 
Co., distributors of York, Pa., 
has moved its general offices 
and wholesale warehouse to 
235 North Beaver St., York. 


The retail store remains on 
George St. 
The new warehouse is on 


one floor with more than 37, 
000 sq ft of space. Three tier 


racks provide more’ than 
100,000 sq ft of warehouse 
space. 


Shipping and receiving fa- 
cilities include a four bay 
truck dock fronting on North 
St. and a railroad siding ad- 
joining the receiving dock 
which is serviced by the 
Pennsylvania and Western 
Maryland Railroads. 


Bingham-Herbrand Name 
McMullen Vice President 

Turner A. McMullen 
been appointed vice president 
of Bingham-Herbrand Corp. 


has 


and general manager of Her- 
brand and Aviation Divs., 
Fremont, O. Mr. McMullen 
had been general manager of 
the Herbrand Div. 


New York Wire Cloth 
Names Two Sales Heads 
Two sales appointments 
have been announced by New 
York Wire Cloth Co., New 
Canaan, Conn. 
John Freudenberg has been 





JOHN FREUDENBERG 


News of the Trade 





EDWARD GONNOUD 


named to take charge of a 
newly-formed St. Louis sales 
district. His territory in- 
cludes Missouri, southern II- 
linois and Kansas. He will 
have charge of sales of both 
the firm’s Multi- Strand 
Screen and Durall Tension 
Screen Divs. 

Edward Gonnoud has been 
placed in charge of sales of 
New York Wire Cloth’s Chi- 
cago district. His territory 
will include northern Illinois, 


Iowa, Minnesota, Wisconsin, 








Nebraska, North Dakota and 
South Dakota. He will also 
handle sales of the firm’s 
screen divisions. 

John D. Ahlstrom has been 
appointed to head the newly- 
formed Market Analysis 
Dept. He was previously in 
charge of sales in the mid- 
west for both the Multi- 
Strand Screening and Durall 
Tension Screen Div. 







Sales Company Formed 


Klean Strip International, 
Inc., has been formed to han- 
dle Klean-Strip Co., Mem- 
phis, Tenn., products outside 
the United States. Offices 
have been established at 511 
Fifth Ave., New York City. 


Osten Joins St. Croix 


Earl Osten has been ap- 
pointed sales manager of St. 
Croix Corp., Unity, Wis. He 

has spent seven 
the fishing tackle 
the West Coast. 


previously 
years in 
business on 





Ace Warehouse Holds Summer Convention And Toy Show 


A successful summer convention and toy show was held 
June 6-9, at Ace Warehouse in Chicago, with 100 per cent 
attendance by member stores. The show included, in addi- 
tion to toys, sporting goods and gift merchandise, exhibits of 
power tools and other hardware and houseware items by 
55 manufacturers. At the meeting it was disclosed that Ace 
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sales were running 15 per cent ahead of last year a 
13 new stores joined the Ace organization. It was 
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nd that 
decided 
at the meeting to change the store signs from Ace Stores to 
Ace Hardware. The stores will still be known collectively 
as Ace Stores, but they will be known individually as Ace 
Hardware. A Sunday luncheon was served. 
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In Baseball, GOOD backing pays off! 


Ask any Goulds Dealer—he'll tell you why “Goulds backing” 
can mean the difference between just “handling” pumps — 
or selling pumps. For instance, Goulds exclusive design 
features permit the Goulds Dealer to offer pumps and values 
that just can’t be found elsewhere at any price! Outstanding 
example of this Goulds design leadership is the famous. . . 


GOULDS Balanced-Flow Jet for Shallow Wells 


NEEDS NO TANK... 
The only complete tankless water system 


ta — costs less to buy . . . less to install. 
GOULDS Backs YOU Up with: SELF-ADJUSTING CAPACITY... 
Open one tap ... or two... or three — 


1. Exclusives in Pump Design 


2. Prompt Distributor Service 
a. Pump supply NEAR you 
b. Repair parts NEAR you 
c. Factory-trained selection and application 
help NEAR you 


3. Complete, Informative Catalogs and Literature 
4. Helpful Dealer Training 

5. Powerful National Advertising 

6. Outside Store Identification 


' 

! 

' 

' 

T. Window Display ; 

, ' 
8. Inside Store Advertising Ask your GOULDS DISTRIBUTOR, or write... Dept. HA-19 

' 

' 

' 

' 

' 

' 


and the Balanced Flow instantly adjusts 
itself to deliver the exact flow wanted 
at each tap within capacity. 


CORROSION-RESISTANT .. . 

Cast iron parts touched by water are 
treated with a “baked-on” coating to 
resist corrosion in the pump. 


ONLY ONE MOVING PART... 


Trouble-free, quiet, dependable — can’t 
lose its prime. Corrosion resistant, too. 


COMPACT . . . EASY TO INSTALL... 
Install it almost anywhere — under the 
sink, in the closet, etc. — with fewer fit. 
tings, no costly tank to buy! 





Goulds Pumps Inc., Seneca Falls, N.Y. 


9. Pump Demonstration 
10. Local Advertising Material 


24 
..... the line that backs YOU up 

Cou WATER SYSTEMS 

, Bek Since 1840 _) 


FOR EVERY FARM AND HOME NEED 
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HARDWARE BRIEFS 





(Continued from page 106) 
most previously was active 
in his own consulting busi- 
ness. 

Philip Sipler will join with 
Mr. White in the manage- 
ment of the business. 


_Enoshurg Falls, Vt.—Ken- 
néth -Cameron has opened 
the Cameron Hardware 
Store. He will be assisted 
by Lloyd Benoit. 


Glendora, Calif.—Glendora 
Hardware Store held its 
grand opening May 21-22. 
Henry Miedema is_ propri- 
etor. 


Fargo, N. D.—Carlisle & 
Bristol Hardware Store, 67 
Broadway, has been pur- 
chased by James D. Werre 
of Moorhead, and G. W. Mc- 
Coy of Fargo. The estab- 
lishment had been owned by 
a corporation composed of 
M. C. Mursener, Mrs. Mur- 


name of the store will be 
changed to Broadway Hard- 
ware Co. 


Cliffside Park, N. J— 
Halton Hardware & Supply 
Co., 666 Anderson Ave., held 
a three-day grand opening 
May 29-31. A feature of the 
grand opening was a “month 
of door prizes,” in addition 
to the prizes given away 
during the three-day celebra- 
tion. As a jackpot prize an 
eight inch table saw was 
given away at the end of 
June. 

Edward Halton, and his 
brother Matthew, are co-pro- 
prietors. 


Hoisington, Kans. — John 
M. Lewis hardware store has 
been sold to Ivan Williamson 
by Mrs. Virginia Wiles, who 
had operated the store since 
1950. The store will continue 
to operate under the Lewis 





—_ News of the Trade—— 


Farmington, Mo. — Grand 
opening was held recently of 
a Gambles store by David T. 
Hughes, proprietor of what 
was formerly known as the 
Farmington Hardware Co. 


Ruidoso, N. M. — Ruidoso 
Hardware has moved to a 
new concrete tile building on 
Main Road west of Alpine 
Courts. The building is 20x40 
ft. 


Browerville, Minn.—Lano’s 
Hardware, operated by John 
T. Lano and T. J. Lano, held 
its grand opening on May 1. 
Free lollipops and balloons 
were given to the children. 
There were also door prizes 
and special gifts to the ladies. 


Lawrenceburg, Ind.—Dear- 
born Hardware Co. opened 
under new management on 
May 1, with door prizes and 
favors. The new owners are 
Richard Schumacher, Willi- 
am Schumacher and J. E. 
Holmes. 


Milwaukee, Wis. — Badger 


Inc., opened its 124th store 
May 29, in the Putham shop- 
ping center at Eau Claire. 
Carl Lieberum is manager. 


Houston, Tex. — David 
Denenburg opened his fourth 
store May 27, at 8553 Long 
Point Rd., in Spring Branch. 
It is called David’s Hard- 
ware Co. B. E. Ferguson is 
manager, assisted by Jim 
Rodgers. John D. Alessandro 
is also employed by firm. 


Canby, Minn.—Two broth- 
ers, Vernon and James Ja- 
cobson, have purchased Our 
Own Hardware Store from 
Charles Kittelson who had 


been operating the store 
since the death of his father 
several months ago. The 


new owners took over June 
a 


Staunton, Va. — Young 
Hardware, Inc., operated by 
Robert W. Young, held its 
grand opening May 28-29 in 
its new building at 340 N. 


Central Ave. The opening 
featured door prizes plus 
factory demonstration on 

















sener and Dr. Young. The name. Paint & Hardware Stores, paints and power tools. 
firm he co-founded Midland Hugh Loraine Simril 


Harry J. Yoder 


Harry J. Yoder, 68, vice 
president of W. W. Conde 
Hardware Co., Watertown, 
died June 19. He began his 
career in the hardware field 
in 1902 when he joined Bur- 
hans & Black, Inc., wholesal- 
ers of Syracuse, N. Y., as 
assistant to the purchasing 
agent. 

Mr. Yoder became associ- 
ated with Conde in 1922. He 
was elected vice president of 
the firm in 1934. Mr. Yoder 
was also vice president of 
Onondaga Hardware Co., 
Syracuse, a wholly-owned 
subsidiary of Conde. 


Frederick G. Brooks 


Frederick George Brooks, 
55, president and general 
manager of Brown-Camp 
Hardware Co., wholesalers of 
Des Moines, Iowa, died re- 
cently. 

Before 


joining Brown- 


Camp, Mr. Brooks was man- 
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F. G. BROOKS 


ager of Marshall Wells Co., 
Seattle, Wash. 


Henry J. Hoffman 


Henry J. Hoffman, for 15 
years manager of the Build- 
ers’ Hardware Dept., Pekoc 
Hardware & Supply Co., 
Cleveland, died recently. 

Mr. Hoffman began his 
career with Luetkemeyer 
Hardware Co., Cleveland, as 
a stock clerk, at the age of 
16. After 15 years with the 


Hardware Co., Cleveland, of 
which he was made president. 
Mr. Hoffman left Midland 
after 15 years to join Pekoc 
Hardware as manager of the 
Builders’ Hardware Dept. 


Roger M. Strachota 


Roger M. Strachota, 44, 
Elm Grove, Wis., hardware 
dealer, died June 12. He was 
a partner in the Strachota- 
Behnke Hardware and Appli- 
ance Store for the past eight 
years. 


George P. Weiner 
George P. Weiner, 78, 
Northern Hardware and 
Paint Co., Minneapolis, 
Minn., died May 22. He lived 
in Minneapolis for 50 years. 


Kent J. Jackson 

Kent J. Jackson, 77, Ama- 
rillo, Tex., dealer, died May 
11. He was with Jackson 
Brothers Hardware Store, 
established in 1906. 
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Hugh Loraine Simril, 67, 
vice-president of Rock Hill 
Hardware Co., Rock Hill, 
S. C., died May 14. He was 
associated with Rock Hill 
Hardware since 1911, becom- 
ing vice-president in 1938. 


George J. Oldewurtel 

George J. Oldewurtel, 76, 
owner of Fern Rock Hard- 
ware Co., 5th St. and Cham- 
plost Ave., Philadelphia, died 
May 21. He operated the 
store for 25 years, 


Albert H. Porter 

Albert Hays Porter, 62, 
treasurer, Meriwether Hard- 
ware Co., Paragould, Ark., 
died May 18. Mr. Porter, 4 
part-owner of Meriwether 
Hardware, joined the firm 
1913. 


Clark M. Loy 

Clark M. Loy, 72, Effing- 
ham, Ill., dealer, died May 
22. Mr. Loy owned Loy 
Hardware Co. 
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... Selling More 
SAW & GRINDING 
MANDRELS for YOU 


SAW ~ GRINDING 
MANDRELS 


/ 








WW 
f » 


My 
My 
Udy 





“Uy, 





More than 20,090 retailers 
have increased their sales of 
saw and grinding mandrels 
by featuring Chicago ‘'on-the 
spot’’ displays It 
farm, factory and home workshop 


makes every 





wm 
 enanel 


power-too! cus 


a prospective ' 

tomer Not only do mandrel sales The No. 70 display fea 

increase, but sales of belts, pulleys, tures the six most popular 

bearings and other power products mene grog ogee os 
‘ , displaye on this red, white 

will also increase ASK YOUR JOBBER. and blue board 


MFG'D BY 


Chicaga DIE CASTING MFG. CO. 


2510-14 WEST MONROE STREET 
CHICAGO 12 ILLINOIS 





Means More Sales—More Satisfied Customers 
The new wider, 16-ft. SUPER CHIEF makes one-man measuring easier 
- by far! Designed for accurate, one-man measuring of extended 
horizontal and vertical surfaces, the SUPER CHIEF has all the out- 











standing features that make Carlson the popular leader —plus 
several new features 
Extra-long 16-ft. Blade— 
wider, more rigid %” blade 
has bold jet-black easy-to- 
read numerals on snow- 
white blade ...won’t surface 
crack, chip or peel. 
Handy Re-wind Crank 
—for smooth, rapid re- 
winding, without backlash. 
Your customers deserve the best. 

Order this new Carlson rule from your jobber today! ». 
Carlson & Sullivan, Juc. ys 

MONROVIA, CALIFORNIA , 2.90 v 
nts #2089209, 442510939, #262 


Compact—Fits the Pocket 
—designed into a 2/2” case; 
weighs only 6% oz. 

Quick Blade-Change 
Feature —change worn or 
damaged blades in seconds. 
Swing-tip—flips conven- 
iently aside for inside or 
butt-end measurements. 


2, 
"Od, Cog 





“nde, Pate 
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JOSEPH RADIMER, 
who started his hardware 
career 50 years ago, has 
spent the past 45 years 
calling on wholesalers in 
the New York New 
metropolitan area 


and 
Jersey 
as a salesman for Harmon 
& Dixon, hardware manu- 
facturers’ sales represen- 
tatives of New York City. 





Before that Mr. Radimer 
worked as a clerk in a re- 
tail hardware store in 


Passaic, N. J. He now represents the lines of 
about 10 manufacturers and makes his home at 


151 Jackson Ave., Rutherford, N. J. 


LUTHER R. STEIN, who 
retired on June 10 as 
vice president and general 
sales manager of Belknap 
Hardware & Mfg. Co., 
Louisville, Ky., after 44 
years with that company, 
began his business career 
in 1902 as an office boy to 
a manufacturers’ agent. 
He later became a sales- 
man for the agency and 
represented about 35 man- 
ufacturers of hardware 
and saddlery lines. Mr. Stein’s first position with 
Belknap was as assistant buyer to R. I. James. In 
1914 he transferred to the sales department as 
special harness sales manager. He was Belknap’s 
representative in New York from July, 1914, to 
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March 1, 1919, during World War I, handling 
Government contracts. He was made director of 
sales for the Northern sales division in March, 
1919, and at the same time was made a director 
of the company. He was elected vice president and 
general sales director in 1925. Mr. Stein is a 
veteran campaigner for civic drives in Louisville. 
He is chairman of the board of deacons in his 
Presbyterian congregation. In addition to many 
other community activities in which he has taken 
a leading part, Mr. Stein has had a special in- 
terest in the Boy Scouts and has served as vice 
president and as a member of the executive board 
of the Louisville Area Council for 26 years. He 
had been president of the council from 1932 to 
1943. He has served as Chairman of the Finance 
Committee of the Boy Scouts of America. Mr. 
Stein had four sons, the youngest of whom was 
killed as he was piloting a Flying Fortress over 
the British Channel in 1942. 


JAMES M. RAGSDALE, 
proprietor of the Cleburne 
Hardware Co., Cleburne, 
Texas, in 1899 went to 
work in the same store as 
assistant to his father, 
J. M. Ragsdale, Sr., who 
moved there from Fort 
Worth to take over man- 
agement of the store. With 
the exception of the year 
1906, when he traveled 
Texas and Oklahoma for 
a hardware manufactur- 
ers’ representative and a year with a West Texas 
wholesale hardware firm, he has served with the 
Cleburne Hardware Co. His son, James S. Rags- 
dale, is a member of Ballem, Ragsdale & Wells Co., 
manufacturers’ representatives of Dallas. Mr. 
Ragsdale’s hobbies are farming and ranching. He 
is a member of his local Chamber of Commerce 
and the Rotary Club. He celebrated his 72nd birth- 
day on Jan. 29. 


GUSTAV BOCK, owner 
of Gus Bock’s Hardware, 
Lansing, Ill., started work 
50 years ago in his father’s 
hardware store. He later 
operated this same store 
in partnership with two of 
his brothers, Paul and 








BALLONOFF PRESENTS 





Atlantic City, here we come! 


To the land of salt water 
taffy, the Boardwalk and bathing beauties . . . here 
comes Ballonoff with a few Pro-Tex beauties of its own. 
* * * 


Remember how we made hot sales in January at the 
Chicago Show? We introduced the Pearl-Tex stove and 
table mat pattern, backed it with a one-year warranty 

. and now it’s one of our biggest sellers. 

Well, we have some real firecrackers for the July 
Show. One is a pattern called Flower Cart. It matches 
a Continental Can Company pattern and will positively 
get you customer bouquets (and dollars, too! ). 


* * * 


But back to Pearl-Tex for a minute. 

Since it’s tops for tops (all kinds of tops from stoves 
to cocktail tables to outdoor barbecues), we're able to 
sell the popular pattern in a most unusual way. 

Instead of saying, “You have to buy hundreds of 
mats,” smart Ballonoff lets you test buy. That means 
you can order as few as six (that’s 6... just one-half 
dozen) of the largest size stove and table mats in 
Pearl-Tex. 

And you get a fine color assortment even in the half- 
dozen pack. 

For the smaller sizes we offer a standard pack of one 
dozen in assorted colors. 


* * * 


So for practically no investment you can stock Pro- 
Tex popular Pearl-Tex. 

And popular is right! 

Housewives love Pearl-Tex. 

Because it matches the popular Pearl pattern dinette 
sets. 

And today the greatest percentage of all dinette sets 
sold in the United States are in the pearl pattern! 


BALLONOFF metal products co. 
Cleveland 15, Ohio 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 

“It thus appears that the phy- 
sical volume of goods passed 
through retail channels has been 
rather stable over the past year 
or so and is currently at a near- 
record rate,” the survey contin- 
ues. 

On the inventory side, the sur- 
vey notes that retailers held $22.7 
billion worth of stocks at the end 
of April. This was $300 million 
higher than a year earlier. It was 
some $238 million under the sea- 
sonally adjusted peak reached 
last September 30. 

The survey traces this picture 
of retail inventory developments: 

Stocks for all retailers contin- 
ued to rise through the late spring 
and summer although the rise in 
the third quarter was only “mod- 
erate.” Stocks were reduced in 
the fourth quarter of last year, 
and in the first four months of 
this year there was “little net 
change with a further decline in 
durable stocks other than auto- 
mobiles partly offset by a rise in 
non-durable goods.” 


Chief Economic Adviser 
Sees Business Pick-Up 

President Eisenhower's chief 
economic adviser, Dr. Arthur 
Burns, thinks the year-old busi- 
ness downturn is about over and 
an “early increase” in business 
activity can be expected. 

Dr. Burns, who is chairman of 
the three-man Council of Eco- 
nomic Advisers, says a variety of 
business indicators suggest the 
economy will likely perk up in 
coming months. He did not say 
in which month the upturn would 
start. 

Dr. Burns says he wouldn’t be 
surprised if plant and equipment 
outlays this year are fully as high 
as record 1953. A survey of the 
Commerce Department and the 
Securities and Exchange Commis- 
sion predicted a 4.5 pct drop. 

Dr. Burns listed these reasons 
for optimism: 

The booming construction in- 
dustry will continue to expand in 
rate of inventory 

declined and 


coming months; 
reductions has 


New Sears Roebuck Catalog Lists Prices 
3.5 Per Cent Below Year Ago Averages 


Prices in the 1,400-page Sears 
Roebuck & Co. fall and winter 
veneral catalog now in the mail 
are the lowest of those in any 
catalog since 1950, says Edward 
Gudeman, merchandising  vice- 
president. 4 

Prices in the new Sears book 
average 2.5 pet lower than last 
spring’s catalog and some 3.5 pet 
under the 1953 fall catalog, Mr. 
Gudeman says. 

Among new items in the book 
is a self-propelled snow thrower 
billed as the answer to both wet 
and dry snow on walks and drive- 
ways. It sells for $139.50. 


120 


The book has a two-suiter suit- 
case reduced to $19.95 from 
$22.95; a galvanized garbage can 
dropped to $1.97 from $2.98, and 
a push-button, two-oven electric 
range listed at $229.95, down $60 
from last spring. 

Also emphasized are do-it-your- 
self materials, ranging from a 
$4.79 tie-making kit for the home 
tailor to pages of tools and sup- 
plies for the home craftsman. 

Sears is the first of the big mail 
order houses to get a fall-winter 
book into the mail. Catalogs from 
other houses are expected in a 
week or two. 


should soon come to a halt; con- 
sumer spending should pick up in 
coming months, and _ Federal 
spending will stay at high levels. 


Retail Sales Increase 
$36 Million in May 


The nation’s retailers in May 
did $14.3 billion worth of  busi- 
ness, an increase of $36 million 
over the previous month but $354 
million lower than sales in the 
like 1953 month, the Commerce 
Department reports. 

When allowance is made for 
seasonal factors, the department 
notes, the May sales total actually 
showed a 1 pct drop below April. 
That’s because, although sales in- 
creased between April and May, 
they did not rise as much as they 
usually do in that period. 

The May sales figures were 
based on an advance report from 
1 “representative cross-section” of 
retail firms, the department says. 


Gas Appliance Market 
Shows Expansion 

There will be a 59 million unit 
market for gas ranges, water heat- 
ers and heating units in the five 
year period of 1954 through 1958 
if economic conditions remain at 
current levels, a study by the Bu- 
reau of Statistics, American Gas 
Association reveals. 

Even if there should be a decline 
in consumer incomes amounting to 
10 pet in 1954 and averaging 20 
pet during the five-year period 
which would reduce the sales po- 
tential for these appliances to 37.6 
million, the total would be higher 
than actual sales during the five- 
year period ended in 1952. 

Sales in 1949-1952 period, when 
the backlog of demand created by 
War-imposed scarcities was being 
satisfied, totaled 36.3 million units. 

The study showed that at the 
1953 level of consumer disposable 
income, the sales potential for gas 
ranges along in 1954 is 3,150,000 
units. For the 1954-1958 period 
the sales potential would be 19, 
300,000 units. Gas range sales in 
the 1948-1952 period totaled 12, 
418,000 units. 

Predicated on a 10 pet decline in 
1954, the gas range potential for 


HARDWARE AGE, JULY 8, 1954 























alt; con- 
ick up in 

Federal 
rh levels, 


| in May 
of busi- 
6 million 
but $354 
s in the 
commerce 


nade for 
‘_partment 
| actually 
ow April. 
sales in- 
and May, 
h as they 


res were 
yort from 
ection” of 
lent says. 


ket 


llion unit 
ater heat- 
1 the five 
ugh 1958 
emain at 
y the Bu- 
rican Gas 


a decline 
unting to 
‘aging 20 
ir period 
sales po- 
es to 37.6 
be higher 


the five- 
) 


iod, when 
reated by 
vas being 
ion units. 
at at the 
lisposable 
il for gas 
3,150,000 
58 period 
d be 19, 
e sales in 
taled 12,- 
decline in 
ential for 


Y 8, 1954 




















= 14 " = > IN 5 SQ. FT. OF SPACE! 


FREE Self-selling Attractive Hardwood Display Case 


More sales in less space — it sells a complete line of the 19 most 
wanted household brushes. Makes self-selection easy. Keeps reserve 
stock at your finger-tips. Made of handsomely lacquered hardwood — 
a@ permanent display that's a credit to your store. The best salesman 
on your floor! 


#5287 brush assortment includes 19 brush styles — a total of 
36 dozen brushes. 


Total Retail $307.08 
Your Price (including hardwood display case) $204.72 


Your Profit $102.36 
(Refill stock 40% off list prices) 





All your brushes from one dependable source 


EMPIRE BRUSHES, INC. EMP R) 
Port Chester, N. Y. 





In Canada: Empco Brushes, Inc., Montreal 














. Heavy-Duty 
All Steel Adjustable 


WINDOW iy ‘ Galvanized 
VENTILATORS HUMIDIFIERS 


Self-Attaching 


WINDOW 
SHELF 


All Steel 


WATERING 


3 Complete Lines of eo Portable Picnic 


PLANT BOXES BOXES 


OTHER FAMOUS 

CARLCO PRODUCTS 
© Hose Reels Garden 
© Hose Hangers or 
© Floral Ploniers Household 


© Seed Starters TOOL 
© Top-0"-Stove Ovens HOLDER é 
© Cemetery Vase ond other 

quality metal products 


109-135 MEEKER AVE. NEWARK 5,N. J. 


Through your wholesale distributor or write direct 
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1954 would be 2,550,000 units. 
Should there be a 20 pet drop over 
the five-year period, the national 
potential for gas ranges would be 
about 12,700,000 units. 

Potential gas water heater sales 
during the five-year period are es- 
timated at 18 million, with 2.6 mil- 
lion for 1954 alone. 

Gas space heater potential sales 
during 1954-1958 are 13.7 million 
units while the gas-fired central 
heating potential, including floor 
and wall furnaces is 7.8 million. 


Expect Trade Sales 
To Remain Steady 

A fighting war for the United 
States may not come this year, but 
the deteriorating world situation 
will keep defense spending at a 
high level and bolster sales, includ- 
ing hardware purchases. 

The country’s “rolling re-adjust- 
ment,”’ now believed to be leveling 
off by most top economists, will 
start a gradual and mild upswing, 
aided by the increased military 
spending. 

Strengthening the rosy outlook 
for hardware dealers is the con- 
tinuing boom in home building— 
which shot to a 34-year high in 
April. This should spur the sale 
of refrigerators, ranges, and other 
home appliances and improve the 
market for general home improve- 
ment materials. 


May Production Rate 
Remains Stable 

The Federal Reserve Board re- 
ports U. S. industrial production 
in May was unchanged from the 
previous month’s level. In past 
years, output has shown a slight 
drop between April and May. 

The board’s industrial produc- 
tion index, which measures output 
of the nation’s mines and fac- 
tories, stood at 123 pct of the 
1947-49 average. Although the 
output rate was the same as in 
April, it was, nonetheless, 13 
points under production in May, 
1953. 

The board also released an “ad- 
justed” index which takes into 
account seasonal swings in pro- 
duction as they have occurred in 


122 


Fewer Bad Checks Pass Hardware Dealers; 
Police Suggest Racket-Busting Rules 


Hardware dealers are more 
canny than most other’ business 
men in_ protecting themselves 
against check crooks, a national 
survey of check fraud reveals. 

The survey compiled from police 
records in 98 key cities of over 
40,000 population was conducted 
by the Todd Co., Inc., Rochester, 
N. Y., and showed hardware stores 
ranking well behind the eight fa- 
vorite victims of bad check artists. 

The survey also showed a 5 pct 
average gain in check fraud dur- 
ing the past year. The most popu- 
lar check fraud methods are pass- 
ing bogus checks, using phony sig- 
natures or endorsements or both, 
or drawing on a non-existent bank. 

Police chiefs in the 98 cities 
advise using extreme caution in 


past years. Since actual industrial 
output did not decline in May as 
it has in past years, the adjusted 
index showed a rise. 


Construction Estimate 
Boosted $2 Billion 


The government boosted its es- 
timate of 1954 new construction 
outlays by $2 billion to a record 
$36 billion. This would be 2 per 
cent above the record 1953 level 
of $35.3 billion. 

Last November the U. S. Com- 
merce and Labor Departments es- 
timated 1954 construction expen- 
ditures at $34 billion. 

The new, higher forecast “re- 
sults largely from a higher level 
of new home building so far this 
year than was expected last No- 
vember,” the agencies say. 

However, they add, most other 
types of civilian construction also 
are showing greater activity than 
previously anticipated and are 
expected to reach record or near 
record levels. 

An earlier estimate of fewer 
than a million non-farm home 
starts this year has been revised 
upward to 1,080,000. Expenditures 
on these homes are forecast at 
$10.7 billion, about 1 per cent 
above the 1953 outlay. 


cashing any check. They recom- 
mend: 

Cash checks only for known pe: 
sons. Require indentification more 
positive than a driver’s license 01 
social security card. 

Accept checks only for the 
amount of purchase. Never cash 
out-of-town checks or large checks. 
Don’t take chances to make sales 
Ask questions, stop worrying about 
losing a customer by doing so. 

To really scare off bad-check 
artists, require fingerprints or 
thumbprints of all unknown check 
cashers. 

Don’t cash a check without ques- 
tion. Some of the most worthless 
checks look most official and gen- 
erally are stolen from major com- 
panies. Report losses promptly. 


Greater Number Of 
Businesses Failed 

Commercial and industrial fail- 
ures in the holiday-shortened week 
ended June 3 rose to 218 from 206 
in the preceding week, 
Dun & Bradstreet, Inc. 

A year ago, 217 casualties oc- 
curred; in the like 1952 week the 
total was 120. Failures were down 
12 pet from the 249 recorded in 
the similar week of 1939. 


reports 


Casualties involving liabilities 
of $5,000 or more climbed to 193 
from 168 the week before, slightly 
above the 1953 total of 181. In 
contrast, a decline appeared 
among small businesses that 
failed—those with liabilities un- 
der $5,000. They dipped to 25 
from 38 a week earlier and 36 a 
year ago. 


Finance Companies Cut 
Interest Rates Again 


Major finance companies for the 
seventh time this year cut the in- 
terest rates they pay investors on 
their short term, unsecured notes. 
This is part of their plan to have 
business step-up borrowing and 
thereby enlarge business. 

The latest reduction in these 
commercial paper rates was 
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NATIONAL HOUSEWARES SHOW 
ATLANTIC CITY AUDITORIUM 
BOOTHS 1140-1142 

JULY 12-16 


THE Wteliltid~ 0 


8701 UNION AVE., CLEVELAND 3, OHIO 


Send for complete catalog 









Deluxe STOVE and 








This ise a 
BIG MONEY MAKER 


for you 


Amazing increases in sales (even in a buyers 
market) occurs when merchandise is dis- 
played on Heller fixtures and tables. Enjoy 
better business now. People will buy more 
when goods are better displayed. Write for 
catalog No. JLH. Free store fixture floor 
plans are yours for the asking. Write, wire, 
or call 


W.C. HELLER & CO. 


MONTPELIER, OHIO. 











Leelaileld 


STEP STOOLS 


A complete line 


WROUGHT IRON 
STEP STOOLS 


Upholstered in Duran 
Dura-Tweed. 












of household step 






stools. ..variety 


of colors and In Coral, 


Chartreuse, 
styles. 








Yellow, 
Red, Gray. 
No. 523U 
Upholstered 


in Duran 


No. 525U 





with chromium trim 








UTILITY TABLES 
UTILITY MATS 


A complete 


Colorful 
TULIP TIME —H line of house 
FISH TALES hold utility 
MEDLEY tables in a 
VOGUE 

variety of 
also STAIN- 
LESS STEEL styles 
& CHROME 

7 No. 311E 


Tulip Time with 3-way electric outlet. 





A TRADEMARK SINCE 1876 


| oe 


a aa Sey iy | 
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| . mx 
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ul 
21) | “xgyson” 

A a i iz 
MAL BOS 









Gee “C" Gang L 


BOMMER SPRING HINGE CO. INC. 


Main Office & Plant; LANDRUM, SOUTH CAROLINA 
180 N. Wacker Drive, Chicago 6, Ill 


Chicago Office 
Sales Office 
and Warehouse: 263 Classon Ave 


, Brooklyn 5, N. Y¥ 
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Profit-minded dealers find 
in garden accessory staples 





——e 


ey, ee 


“SQUARE SQUIRT’ 
Sprinkler 

















8) 
‘SPRAY MIX’ 
Fertilizer 

Dispenser 









“MIST RAY’ 
Hand Spray 











All in heavy gauge solid brass 


vr, 





#1000 SWINGIN’ SPRAY 
America’s No. ! 
Oscillating 

Lawn 
Sprinkler. 

















Rustproof* 
ao —y Up to 2400 feet 
Retail 13.95 rectangular area spray 





MELNOR wera. prooucts co., Inc. 
10-40 45th Avenue, Long Island City 1, N.Y. 





DEPEND ON TURNBUCKLES 
To Save You Money and Time 
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touched off by General Motors 
Acceptance Corp. It was followed 
by Associates Investment Co. 

New rates on finance company 
notes range from 1% pct for 30- 
89 day paper and 1% pct for 9- 
month notes, compared with a 
previous range of 114-1% pet. 

The cuts reflect the fact that 
money available for investment is 
well in excess of demand. Banks 
are said to be so well supplied 
with money that they were willing 
to lend “Federal funds” to each 
other at % pct but found no 
takers. 


Earnings Were Higher 
In First 4 Months 


For the first four months of this 
year personal income was higher 
than in the comparable 1953 period. 
From January through April, per- 
sonal income averaged $282.8 bil- 
lion, at an annual rate, or about 
$900 million more than in the like 
months last year. 

Earnings, however, were at a 
$282 billion annual rate in April— 
about $900 million below the rate 
in March and $700 million under a 
year earlier, reports the Commerce 
Dept. 

The Department says the $900 
million drop in the rate of personal 
income between March and April 
stemmed largely from reductions 
in durable-goods factory payroils 
and in farm income. 

Private industry wages and sal- 
aries, at an annual rate of $160 
billion, were about $500 million 
lower than in March. The decline 
largely reflects continued employ- 
ment reductions in metals, machin- 
ery and transportation equipment 
industries. 

Farm income, at $15.9 billion an- 
nual rate in April, was $800 million 
lower than in the previous month 
and $1.3 billion under a year ago. 


. 

Credit May Be Eased 
By Monetary Moves 

The retailer stands to be a prime 
beneficiary of the Federal Reserve 
Board’s and Treasury’s new policy 
on reserve requirements for banks. 
If the reserve requirement—the 
amount of money a bank must have 
on deposit in the reserve banks—is 





lowered, then loans will be made 
easier and credit buying stimu- 
lated. 

That reserve requirements will 
be lowered is predicted by Edward 
Holsten, partner of Salomon Bros. 
& Hutzler. He says a reduction in 
reserve requirements in New York 
and Chicago by 2 percentage points 
to 20 pct and in other districts by 
1 percentage point would produce 
additional bank reserves of $1,350 
million. 


Portable Radio Gets 
Bigger Share of Sales 

A substantial increase in port- 
able radio popularity during the 
first quarter of this year has been 
reported by the General Electric 
Co. 

Industry radio retail sales fig- 
ures, the GE report said, show the 
portable radio has bettered its 
share of total sales by about 31 
pet during the first part of this 
year compared with a similar pe- 
riod in 1953. 

“Sales of portable radios, as far 
as our own ‘personal’ models are 
concerned, seem to be following 
the established seasonal trend,” 
he said, “but we have experienced 
an unusually heavy demand in the 
northeast areas of the country.” 

Several factors are seen by 
G-E’s radio sales manager as af- 
fecting the portable radio market 
this year. 

The heavy demand is attributed 
to electronic developments includ- 
ing increased speaker sizes, 
heavier magnets, the development 
of long-life batteries and more 
efficient miniature tubes. 


Steel Mills Show 
Increased Output 

Steel mills in the United States 
operated at 73 pct of theoretical 
capacity and turned out 1,740,000,- 
000 tons in the week of June 7, 
reports the American Iron & Steel 
Institute. 

This tops the prior week’s out- 
put by 66,000 tons and is the high- 
est output for a week since the 
week of Feb. 22, when 1,756,000 
tons were turned out. 
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More Satles...More Profits 


WITH A STYLE 12 


Woodford Freezeless Wall Faucet 


Made By Specialists in Freezeless Valves Since 1929 


ASSURE CUSTOMER SATISFACTION (ax 
WITH THIS MODERN CONVENIENCE \ 


STYLE 12 


jasneBay ul Buruso> 

















CHOICE OF INLETS 


* REGULARLY FURNISHED WITH LEVER 
HANDLE which provides more finger clear- 
ance but can be furnished with wheel 
handle when specified. The lever and whee! [a 
handles are interchangeable and either can ' 
be used as a loose key. V 

* CAN BE USED IN FREEZING TEMPERA- . 
TURE—Wall pipe drains out after each 
closing. 

* SHUT-OFF THREADS ARE INSIDE BUILDING—Wil! not stick 
with frost or chatter as is possible in frost proof faucets with 
shut-off threads in the outside head. 

* QUICK OPENING AND CLOSING—Designed for long trouble- 
free service. 

See your wholesaler or write for information about 
our complete line of freezeless wall faucets. 


WOODFORD HYDRANT CO. 





DES MOINES 17, lOWA 











Hardware dealers all over the country have discovered that 
it pays to keep your eyes on Harpware Ace for ideas and 
advice that mean more money in your pocket. Help on 
store management problems, merchandising ideas, market 
news, more new merchandise descriptions than published 
by any other hardware magazine, and news of other hard- 





ware people are just a few of the regular features of 
HarpWARE ACE that have caused more dealers to invest in subscriptions to HaArpwaBe AGE than to 
any other hardware magazine. 


HARDWARE AGE 


100 E, 42 St. The Hardware Dealers’ Magazine New York 17, N. Y. 











BUILD “REPEAT” BUSINESS 
with this Lasting Reminder of YOU! 


Here's how to hold old friends and add new customers with low 
cost reminder advertising! Give your customers a POCKET 
SIZE “BIRD SHOOTER’S MANUAL” .. . includes DUCKS, 
GEESE, GROUSE, PHEASANT, SNIPE, ETC. Full color illus- 
trations, identifying descriptions, flyways, 1954-55 Hunting 









BUSINESS 
BUILDER! 


Si: cca Se. Seasons, Game and Bag limits ... A hunter's constant reference 
al , manual—no other book like it! Retail value $1.00 
96 pages — Many $ QUANTITY DISCOUNTS! 
full color illustrations Printed with your name and advertisement on two inside covers 


a and back cover. Your price: 500 @ 20¢ ea., 1000 @ 18¢ ea., 
Pocket Size 2000 @ 17¢ ea. Larger quantities at proportionate reductions. 


‘BIRD SHOOTER’S \eseeiaNrT 


BOOKHAVEN PRESS, 1118 East 8th Street, Los Angeles 21, California HA 1 
Please send free sample and advertising details on BIRDSHOOTER'S MANUAL ! 








MANUAL” ag SAMPLES! / 00 —— - | 
acemnindiodeseais oo nn 
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ONLY 
small 
utility 
hook! 


GRO one-piece 
UTILITY HOOK! 


5°... 


A small Utility Hook for clos- 
ets, kitchens, stores, factories 
and many other uses . a carded, 

real hook for fast selling! 2 for 15¢ 
Bright plated finish in packages and carded. 
See your jobber today for immediate delivery 


Jobber Inquiries Invited 













161 Beechwood Av., New Rochelle, WN. Y. 
* Telephone: NEw Rochelle 3-8600 


World's Foremost Producer of Small Die Castings 


METAL FLOATS 


Engineered To Your Specifications 


@ Made of copper, plain 
steel, copper plated steel, 
all types stainless steel, 
aluminum, brass, monel, 
pure nickel, Admiralty or 
Everdur, or any suitable 
metal for open tank and 
all pressures. 





COLUMN 


” 


@ Seamless copper ball 
floats carried in stock in 
diameters of 3", 4", 5", 
et. 8, 1 oe 2 





BALL 


for open tanks and pres- 
sures of 25, 50, 100 and 
150 Ib. Floats in special 
sizes and pressures— 

MADE TO ORDER. Stain- 


FLAT CYLINDRICAL 


CYLINDRICAL 


CYLINDRICAL 


less steel ball floats larger 
than 12" diameter can 
be made up specially. 


Write for METAL FLOAT 
catalog. 

FLOAT MANUFACTURERS 
ENGINEERS @ METAL FABRI- 
CATORS © COPPERSMITHS 
@ BRONZE FOUNDERS 





ARTHUR HARRIS & CO. 


DEPT. HA, 210-218 N. ABERDEEN ST. 
CHICAGO 7, ILLINOIS 


Since 1884 
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onsumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 


American Hardware Has 
Summer Promotion 

An eight-page circular in roto- 
gravure is being distributed by the 
American Hardware Supply Co., 
41 Terminal Way, South Side, 
Pittsburgh 19, Pa., as a July pro- 
motion. The circular contains lawn 
and picnic including 
many specials to attract consumers 
to dealers’ Approximately 
1,000,000 circulars are expected to 
be distributed in the five-state area 
this wholesaler serves. 


supplies, 


stores. 


Special Summer Goods 


Consumer Circular 








Promotions 


Manufacturers’ New Merchandising Plans 


Youngstown Has Deal 
For Sink Purchasers 


Youngstown Kitchens, Mullins 
Mfg. Corp., Warren, Ohio, has in- 
augurated a summer 
paign, featuring an offer of a food 
waste disposer for $29.95 with the 
deluxe cabinet 
Jet-Tower 


sales cam- 


purchase of any 
sink, ensemble sink, or 
dishwasher. 

The disposer is a regular model 
normally priced at $94.50. Buyers 
pay the usual retail for the sink or 
dishwasher unit. Installation is 
extra. 

An extensive campaign in local 
newspapers, four-color broadsides, 
direct mail pieces, window banners, 
and national ads in shelter maga- 
zines is under way to promote the 
offer. 


Bassick Glides Free 
As Store Promotion 


Four rubber-cushion furniture 
glides (37-cent retail value) will be 
offered to everyone bringing the 
coupon in Bassick’s early autumn 
Saturday Evening Post ad to any 


participating hardware store by 
The Bassick Co., Bridgeport, Conn. 

Hardware dealers participate in 
the program simply by ordering a 
carton of Bassick CG-90N glides 
from their regular distributor. In- 
cluded in the carton will be a win- 
dow poster identifying the _ store 
as Bassick “headquarters,” a sam- 
ple newspaper ad from which mats 
may be ordered, and “How-to-Use- 
It” folders to be given away with 
each set of free glides. 

Dealers will turn over all re 
turned coupons to their distribu- 
tors who will then replace all sets 
of glides given away free of 
charge. 


Five-Point Program 
For Arvin Heaters 


Arvin Industries, Columbus, Ind., 
is pushing its 1954 electric room 
heater activity with a five-point 
program designed to stimulate the 
room heater business. 

The program includes a dealer 
premium plan; large national ad 
vertising program; free point-of- 
sale displays and other dealer 
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helps; the Merchantman perma- 
nent metal display; and the heater 
line, itself, of 11 models plus the 
Lectric Cook grill-waffler combina- 
tion. 

Dealer’s order for 12 heaters 
and/or Lectric Cooks, mixed in any 
way, for delivery between June 1 
and Sept. 1 carries with it a gift 
of a flash-fold metal-and-canvas 
chair. 


Fall Program Set 
For Roasters 

Federal Enameling & Stamping 
Co., Pittsburgh, Pa., is centering 
its 1954 fall promotion around its 
roaster line. Special item in the 
promotion will be an oval Blue- 
stone roaster; capacity, 1, 6-lb. fowl 
or 10-lb roast. It will retail for 
$1.19. 

It will be featured in Life and 
Ladies’ Home Journal. Trade maga- 
zines will carry 4-page_ inserts 
showing the complete roaster line 
plus a number of items from the 
Vogue line of enameled ware. 

All Federal roasters will carry 
an “Advertised in Life’ seal in 
addition to the regular label. Pro- 
motion kits, containing T-cards and 
display pennants will be furnished 
to dealers. 


Home Furnishings Price 
Index at Low Level 


Primarily as a result of lowered 
Federal excise taxes on refrigera- 
tors, stoves, toasters and other 
household appliances, prices of 
home furnishings dropped about 
3 pet at retail in April, reports the 
Bureau of Labor Statistics. 

In its monthly consumers price 
index, using 1947-49 as the base, 
BLS says the April home furnish- 
ings index level was 106.1, com- 
pared with 107.8 in April, 1953, 
and 107.2 in March. The April 
level the lowest in three 
years. 


was 


Shrinkage Noted In 

Loans to Business 

The businessman — retailer, 
Manufacturer and wholesaler— 
apparently has decided to pull in 
his horns, for the time being at 
least. 

The Federal Reserve Board re- 
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Gawes “ENDALY GE 


KENDALE 9m 3520 
PURITAN CORDAGE MILLS, INC. 





LOUISVILLE, 


Sharoun'sz TOK 
REFILLABLE 
FASTENER ASSORTMENT 


NO. AS 94 


ee SCREWS 








rs the Growing 
Demand of the Big 
po-it-Yourself Market! 


A COMPLETE 
DEPARTMENT IN ITSELF ! 









Answe 


16 sizes of rustless Aluminum 
fasteners including wood screws, 
machine sheet metal 
screws and hex nuts. 

ASK YOUR JOBBER OR WRITE US 


Shanone (it aud Scheu Co 


202.216 PURCHASE ST 


screws, 








BOSTON 10 MASS 


e loop makes it easy 
to display this self-selling 
carton wherever there's a 
hook or peg. 


PE ck ne 


@ PURITAN 
@ SOUTHGATE 
@ KENDALE 


‘OK 
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N 
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KENTUCKY 





BENNETT - IRELAND IN 
£ e 


Get the facts on Flexscreen—the 
curtain firescreen that most cus- 
tomers want most. It pays to 
promote the leader! 


MAIL THIS COUPON for -------- 






i 
; catalog and full profit details . ; 
' 
; Bennett-ireland Inc. : 
1 Norwich, N. Y. Dept. 754 North Street , 
! Send me catalog and information on 1 
: Flexscreen. : 
! 
She trewneiattevsudiseswse bolus : 
' 
A eae : 
! ' 
NN hires Glisten dice stare 1 
' 1 
' ' 
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sTEAP Yates 


with 


Stainless 
DOOR-EASE® 


STICK LUBRICANT 


Nationally advertised 15c sell- 
er, comes 12 in display box. 
Hundreds of uses in home and 
shop. Also large 39c seller in 
metal container, packed 6 in 


display box. 
A 
Gs 
PRODUCTS 


ars? LOCK-EASE Graphited Lock Fluid 


in 4-o0z. ‘Drop or Stream” can, 39c; 
AMERICAN Dripless Oil in 4-0z_ oiler, 29c. 





American Crease Stick Co. 
Muskegon, Michigan 











the WE W 
Curb-Marking Aa 
Drivefinder e*' 


Needed by 
Millions of 
Home-Owners 


as 
—, 


Distinctive _ 
Self- Selling 





Newest, most attractive, most sales-making unit ever 
offered to mark driveways. Saves lawns, saves tires, 
eliminates short-cutting. Double barrel-shaped head 
carrying two red and two green reflectors in each 
head. Corrosion-resistant satin chrome finish. Two 
models—Model 100 DRIVEFINDER, includes 8” high 
base and anchoring stakes for driving into ground. 
Two units in display box. List $4.95 per pair. Model 
200 DRIVEFINDER, without base. Heads threaded to 
fit any length pipe desired (not furnished), two units 
in display box. List $2.95 per pair. 

ATTRACTIVE DISPLAY BOX. Order DRIVEFINDER new! 

CARTRUCK PRODUCTS CORPORATION 
3243 West 33rd Street Cleveland %, One 
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ports demand for loans at 6,700 
member banks of the Federal Re- 
serve System showed a sizable 
drop this spring compared with a 
sharp rise last year. 

From Dec. 31 through April 15, 
the board says loans declined $350 
million. In the like 1953 period, 
loans jumped $629 million. 


Predicts 21-inch 
Color TV for $500 


Barney Balaban, president of 
Paramount Pictures, Inc., says a 
21-inch color TV set will be on the 
market, selling for about $500, 
before the end of 1956. He says 
that 21-inch and 24-inch tubes are 
sufficiently developed to provide 





larger size pictures. 


Inventory Picture 
Shows Improvement 

Preliminary estimates released 
by the Commerce Dept. indicate 
that for the first time this year 
business inventories may be be- | 
low those of a year ago. 

Latest firm figures show that 
inventories were reduced sharply 
in April, but at the end of that 
month were still above inventories 
of a year ago. 

A preliminary check, however, 
indicates that the downtrend con- 
tinued in May and may have been 
steep enough to pull the total be- | 
low May, 1953. It also turns up 
evidences, the report notes, that | 
the inventory decline may be near | 
its end—for some businessmen re- 


port they are beginning to add to | 


stocks. 

The gap between current stocks 
and those a year earlier has nar- 
rowed each month this year. In- 
ventories at the end of January 
were about 5 pct above a year ago. 
This above-1953 gap narrowed to 
3 pet in February, 2 pct in March 
and % of 1 pct in April. 

On the sales side, the Depart- 
ment reports that manufacturers, 
wholesalers and retailers. sold 
$47.5 billion worth of goods dur- 
ing April. This was $383 million 
below the March total and $2.2 





HOUSE NUMBERS 


DeLuxe Stamped and Embossed Alu- 
minum, with satin-silver figure on 
black enamel background. Available 
with FREE Counter Display carton. 
Write for prices. 


PREMAX PRODUCTS 





DIVISION CHISHOLM-RYDER CO., INC. 


5441 Highland Ave., Niagara Falls, N. Y. 





STAINLESS STEEL 





FASTENINGS OF ALL TYPES 
RIGHT OFF THE SHELF 


© Sheet Metal Goreme + pe Serews © Cap Serews 
Serews Wood Screws © a. eae - 
Class 3 AN Drilled Fillister Heads. OMPT D 
CiVERIES ON SMALL OR LARGE QUANTITIES. 
Write for eon. plete descriptive catalog 
STAINLESS SCREW CO. 
ARmory 4-1240 


v * 232 UNION AVE. @ PATERSON 2, N. J. 
Direct New York ‘phone Wisconsin 7-904! 


















billion under sales in April, 1953. 
(Resume reading on page 15) 


Bewildered ? ? 


. then read... . 
WASHINGTON NEWS 
AND VIEWS on page 10 
of this issue. Here are ac- 
curate, authentic, easy-to- 
understand reports on the 
latest developments in 
Washington affecting 
hardware dealers. This 
helpful feature in each 
issue is another reason 
why HARDWARE AGE 
is the No. 1 choice of 
hardware dealers through- 
out the nation. 
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START e~waemenend FOR ADDED PROFIT win ~\ ‘ MORE POWER 
~€ y) XY 


MORE BLADE 
with the 












a 5 HP. 
SAW and MOWER for 


$12750 HEAVY DUTY CUTTING 


FOB PLANT Designed for faster cutting of 
ERECTRO ISLAND TREES — BRUSH — WEEDS. 


5 h.p. Briggs & Stratton engine 











Arrange movable shelves freely ‘to form unlimited variety of 








sales producing display for all types of merchandise. 90 square —Clutch and V-Belt Drive. 
feet of display area in only 32 square feet of floor space Reinforced Steel Chassis bal- 
allows more space for seasonal merchandise and is perfect for a 
front island display. Let Erectro Island start your store modern- anced on large ball bearing 
ization and prove to you that modern Sitka store fixtures don't mounted wheels adjustable to 
cost—they pay. Write for free literature and catalogue. “ ° 
height. 
. . Erectro Islands are sturdily constructed 
Resrosentaton still open of laminated plywood, trimmed with | 
a tome Sem. solid hardwood and finished to your See your jobber first — if he 
specification in hard lacquered pastel d - - ROOT 5S For heavy duty work up to 
colors. Size: 4 feet by 8 feet. Overall oes not carry OT Saws 12” cut, the WHIZ 20” Saw 
height 52 inches. and Mowers write for Catalog and Mower with 2% h.p. 
e and Discount Sheet Briggs & Stratton engine is 
STORE FIXTURE MANUFACTURING CO. available. 
50 Kansas Avenue, Kansos City, Kansas R '@) '@) T MANUFACTURING co., INC. 


Phone Mayfair 1700. 
Division of SITKA SPRUCE LUMBER AND MANUFACTURING CO. 








127 E. ELEVENTH ST., BAXTER SPRINGS, KANSAS 








ICHOLLS 


|\ EBA hove those "Easy to Sell Features” 


\ 








> 3 Ais (4 Nicholls TROWELS, FLOATS, CEMENT TOOLS, DARBIES and / 2 
i os ge ) HAWKS have been engineered and designed to perfectly “fit” the |! 


job. Many years of research give “much wanted features” that \ * 
make Nicholls tools sell faster. c 








eng iw Stock and Display Nicholls Tools 
the NICHOLLS CARPENTES cor! Jor more sales» easien sales bigger profits / 


has been & leading sales 





NICHOLLS MANUFACTURING COMPANY 
OTTUMWA, IOWA 

















Lists for less than $300* 
Now—a quality self-propelled rotary power mower that the average 
man can afford to own! Biggest money-maker in the power mower 
field. You'll go places with Traveler—write for full details. 


manufactured by NATIONAL METAL PRODUCTS COMPANY, INC. 
Dept. HC 2722 Cherry St. Kansas City 8, Missouri 


Looking for New Merchandise ? 


There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading "What's New," which appears in every issue on page |2. During each month HARDWARE 
AGE brings you more listings of new merchandise than any other hardware magazine. 


HARDWARE AGE 100 East 42nd Street New York 17, N. Y. 
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*including sulky, on 
optional attachment 
Excise tox additional 





























Classified Opportunities Section 


CLASSIFIED ADVERTISING RATES 
Help Wonted, Accounts Wanted BOXED DISPLAY AD RATES NOTE: Samples of merchandise, literature, 





Business Opportunities ° catalogs, etc., will not be forwarded to box - 
Siesta: aaied, obe $8.00 per column inch number advertisers unless accompanied by ES] rr 
Set solid, maximum 50 ih... eid $5.00 5% discount allowed for 4 Bier tess teil ee ee Ne Yor 
Each additional word........... 10 a as ae Display a No agency commission allowed. f - 

' uts or special borders not accepted. : . alphas 

Positions Wanted HARDWARE AGE is published every other necticut 

ne e Address your correspondence and replies to Thursday. Classified forms close 15 days Care of 


_¢:~ SeondnesdipesDipesend HARDWARE AGE prior to publication date. New Yor 
Each additional word........... 05 Remitt i = = 

Allow Seven Words for Keyed Address Classified Opportunities Dept. Sy gly Ae Fy \CCOL 
or Your Address 100 East 42nd St., New York 17, N. Y. stamps. s manufactt 

yusiness | 
ers hardw 
lath gene 




















Representatives Wanted Representatives Wanted) |§ Accounts Wanted Birmingha 








SALESMAN, to sell gas and oil space heaters 


IMPORTED STEEL and WIRE PRODUCTS to dealers, jobbers popular line, well priced-——will REPRESENTATIVES plement D 




















Wanted by old established Belgian organization make profitable side line. Write in detail—Ad . clu 
sales representatives experienced in dealing dress: Box B-909, Care of Harpware AGE, 100 Covering all classes of jobbers. Can render reliable William H 
with large steel warehouses and with a follow East 42nd Street, New York 17, N. Y aggressive service. We are national distributors with 
ing among end users. Liberal profit sharing ar established actively operating branch offices ?n New 
rangement. This is your chance to earn more * York, Philadelphia, Detroit, Cleveland and Louisville cee 
than the usual commission. Replies confidential | | We will carry the account or you can bill direct ‘ 
Address Box B-889, care of HARDWARE AGE : : F — — Inquiries invited. Write ANCO, Corcoration, 7 BM 
“00 East 42nd Street, New York 17, N ‘o OLD ESTABLISHED PAINT BRUSH AND Wood Street, Pittsburgh 22, Pa. 
PAINT ROLLER manufacturer seeking repre —_—_— 
sentation in North and South Carolina, Tennessee 
Our lines are well promoted and the best possible ( ATALE 
factory cooperation extended. If interested send — rience 
MANUFACTURER'S REPRESENTATIVE details to Address: Box B-908, Care of HARDWARE piling sale: 
WANTED. Long Established national manufac AGE, 100 East 42nd Street, New York 17, N. Y. | PRODUCT WANTED: Well established spe catalogs. ‘T 
cialty distributor with experienced sales force and printing pr 


tem, organ) 
Obsolete bi 


turer with complete line of quality portable bar 
warehouse facilities in four locations from Vir 


becues now assembling Sales Organization to call 


luce 





ginia to Connecticut wants one additional pr 


on Wholesale Hardware, Housewares Jobbers and ot - anywhere 
Department Stores, carrying liberal commission WIRE INSECT SCREENING LINE AVAIL. | retailing from $50 to $200 to sell to Retail Hard fH ere 
and discounts. A fully protected territory. Write | ABLE, Experienced Manufacturers’ Representa ware stores, preferably on an exclusive basi \ Yor 7 M 


long established, total number of lines | tives. Solicit Hardware, lumber, Wholesalers and | dress: Box B-900, Care of HARDWARE AGt 


stating how : 
Arkansas and | East 42nd Street, New York 17, N. ¥ 


now carried, naming your top lines, territory Screen Products Manufacturers, 
covered, number of men travelled, type of trade Oklahoma. Complete line, Aluminum, Galvanized 
covered. Please furnish complete information in | and Bronze, Quality Line. Major producer. Give 


EXPERI 


ral 
W ell traine 














first letter. Our representatives know of this ad full details and references when writing Address: ts” aiscne 
All correspondence confidential Address Box Box B-907, Care of Harpw ARE AGE 100 East ATTENTION MANUFACTURERS! Specialty sales. Capal 
B-912, Care of Harpware Ace, 100 East 42nd | 42nd Street, New York 17, N. Y. | jobber/distributor wants one or more good lines position of 
Street, New York 17, N. ¥Y for concentrated selling in Oregon-Washington or good educat 
- ~- | exclusive basis. Address Box B-904, Care of tar west or 
; ms Harpware Ace, 100 East 42nd Street, New York Address: B 
cum pk ge ~ I ~onge * hall a we Sa nar we SIDE LINE OF ATTRACTIVELY PACK. | 17, N. ¥ M East 42 
Me nationally advertised Mak asne GED pe: oss for salesmen calling on Garden 
to agents calling on hardware distributors, dealers oa “ Bagge on se a aan “Senalles eum ‘ts bi 
and plumbing supply houses. Unique demonstra | , potential buyer. Territory open-—II}linois, Towa, SS 
sg sells eight out of _ on ‘’ _ — Indiana, Michigan and Wisconsin. Write stating * . 
or openin new accounts and high volume re sagticte eae elameeell Sieh Commission Rate Mfg R Fl d & § E 
peat — _e “yo - a —_ 2 o7U, New v ge Address: Superior Importers, 1421 ’ 6 Chicage rs. ep. ori a - ” a 
NY Ace, 100 East 42nd Street, New York 17,1) Ave,, Chicago 22, Ill Well established with limited lines; will aks 
see : . NUTS, S¢ 
take an additional major line, sold to 5% COMM 
hardware jobbers tthe pes 
é aring perc 
MANUFACTURER'S REPRESENTATIVE . arey ro — -EATATTUE Extreme] 
WANTED BY OLD ESTABLISHED MANU. | MANUFACTURER'S | REPRESENTATIVE Address: Box 6-887, care of HARDWARE AGE from stock. } 
FACTURER OF ALUMINUM COOKING | WANTED CALLING on hardware variety chain 100 East 42nd Street, New York 17, N.Y Hex, Square 
l 7 ENSII S to cover ‘the States of Washington stores and lumber companies to handle on com “glee pa 
Oregon and Idah Line ald Sivect 't Hard mission basis fast selling mirror hardware item > set. — 
) ane ‘ oO F s sold dire oO are Reason oh: 9 = ‘® starea ’ , anger, wash 
ware, Housefurnishing, Variety and Department now being sold by leading chain store Write tes , SMt., Jacksor 
Stores. Liberal commission paid weekly. Repre a con red = cae ee a ' i 
sentative has exclusive sale of line in territory ool Sales, 505 wake Park Ave., ucAago oo MR. BUILDER'S HARDWARE MANUFA 
: ee 
assigned. State fully, experience, age and what PURER! Are you seeking top-notch representatior 
lines you now sell. Address: Box B-911, Care of for your products in the western Pennsylvania 
Harpware Ace, 100 East 42nd Street, New York eastern Ohio area, or portion thereof? If 
17, N.Y SALESMAN WANTED PROMINENT aggressive Manufacturers’ Representative, experi Kee 
PAINT BRUSH manufacturer has open terri enced in your tield, would like very much to cor p 
tories for successful sales producers. Prefer men tact vou \ddress Box B-901 Care of ITlar 





SALES PLUMBING SPECIALTIES to sell | now calling on paint, hardware, lumber dealers | ware Ace, 100 East 42nd Street, Ne ‘ 
Plumbing & Heating Specialties and Supplies for and industrials. Established territories. Will con N. Y¥ 














established New York “{ rm, exclusive territory sider side line man or manufacturer's agent. Ad 
Commission, Replies confidential. Akron Supply dress: Box B-910, Care of Harpware Ace, 100 
Co., Ine., 216 Grand Street, Brooklyn, N. ¥ East 42nd Street, New York 17, N 

EXCLUSIV WESTERN AND MIDWEST NEED WESTERN SALES? 

ENC hs) k NN) ) IWES . . Py ° . 
ERN STATES territories open on End-Line brand WANTED: Sales Representative to sell house California Sales Organization Provides 
imported German (Solinger) Cutler to Com vare lines to Hardware and retail trade. Liberal @ Complete Market Coverage Th 
mission Sales representatives having established | commission plus extra-special income plan. De @ Sales Promotional Activity er 
clientele, by New York Importer, established since not miss this opportunity. Write us now for full . Trade Show Participation a 
1919, with old direct Solingen manufacturers’ particulars. Please state age, experience, and types @ Display—Warehouse Facilities 
connections. Sales from New York, stock carried of trade covered. Associsted Importers, 1355 Mar A. T. ANKENY AGENCY Ph.: Ariz. 93153 
Give experience territory covered, references ket Street, San Francisco, California 614 Midvale Ave. Los Angeles 24, Calif. 
write Room 804. No, 11 Park Place, New York 7 
y. © 

HAND TOOLS—Manufacturer of nationally 

REPRESENTATIVE WANTED FOR THE | known line seeks representatives calling on hard HARDWARE SALESMAN: Calling H 
SALE OF Imported High Class Precision Measur ware retailers, lumber, plumbing, electrical, mill | and Houseware stores in all New England States 
ing Instruments, Gage Blocks, Height Gages, Ver supplies and building material dealers. Many ter wishes to add one good line. Carrying at present HARD 
nier Calipers, Micrometers, etc. Liberal commis ritories open. Advise which of the above trades | one nationally advertised line Address B , 
sion. American Export Technicians, Inc., Import you call on. Address: Box 734, Care of HARDWARE B-905, Care of Hlarpware AGe, 100 East 4-n¢ 
Dept., 2 Broadway, New York 4, N. Y Ace, 100 East 42nd Street, New York 17, N. Y Street, New York 17, N. ¥ en 
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Classified Opportunities Section 





Accounts Wanted 


Help Wanted 


| 


Business Opportunities 





SALES REPRESENTATIVE WHO HAS 
ESTABLISHED a fine relationship with many 
Ne York jobbers: seeks a nationally advertised 
line of hardware or housewares. Energetic and 
thorough coverage is assured for New York, Con 
necticut and New Jersey. Address: Box B-897, 
Care of Harpware Acer, 100 East 42nd Street 


York 17, N 

ACCOUNTS WANTED: By long established 
manufacturers’ agents, ample capital, good steady 
business producers; hand tools, power tools, build 
ers hardware, galvanized ware, wire cloth, metal 
lath, general builders supply and hardware lines. 
Post Office Box 3318, South Highland Station, 
Birmingham, Ala. 


MFG. AGENT, WANTS TWO OR THREE 
ACCOUNTS covering wholesale Hardware Im 


plement Dealers & Building Supply Houses ex- 
clusive for states of Florida, Alabama. Address: 
William H. Mc.Quivey, Summerfield, Fla. 





Positions Wanted 





CATALOG & PRICE BOOK MAN, 15 years’ 
experience wholesale hardware & housewares——com 
piling salesmen, warehouse, dealer & consumer 
catalogs. Thorough knowledge of all duplicating & 
printing processes.—Capable to set up entire sys 
tem, organize dept. indoctrinate your office staff 
Obsolete books brought up to date. Fee basis, 
anywhere in the U. S. Address: Box B-888, care 
of Harpware Ace, 100 East 42nd Street, New 
York 17, N. Y¥ 


EXPERIENCED HARDWARE SALESMAN. 


Well trained by large wholesaler all Phases. Five 











years’ successful territory sales. Eight years other 


sales. Capable sales management. Consider inside 
position of responsibility. Age 39, Family man, 
good education, qualified public speaker. Prefer 


far west or midwest, experience resume available 
Address: Box B-903, Care of 





BUILDER'S HARDWARE ESTIMATOR 
Large midwest firm needs a man to estimate con 
tract hardware. Must have at least three years’ 
experience in estimating and writing specifications 
in builders hardware field. Apply by letter, giving 
age, education, experience, availability to Whelan 


| Lumber Company, 715 E. 4th, Topeka, Kansas. 





Business Opportunities 





HARDWARE, HOUSEWARES AND PAINT 
STORE for sale. Located in beautiful San Ber 
nardino, California. Corner location in busy grow 
ing section. Fixtures $3000 plus approximately 
$9000 inventory. Base Line Hardware, 856 Base 
Line, San Bernardino, California. 


EST. 1948, 1953 Gross over $31,000 
for cost of stock about $15,000 Complete Hard 
ware Store Located in the heart of L. I., N. ¥ 
Must locate in California due to illness of wiie 
Would like to hear from someone in § 
California who could use all around Hardware 


Man. Address: Box B-899, Care of HaRpWaRE 
AGE, 100 East 42nd Street, New York 17, N. ¥ 

FOR SALE: Hardware and Plumbing supplies 
Very good location, ample parking. Established 


12 years, a very good growing business, complete 
records for inspection. Located in Detroit sub 
urban district. Stock and fixtures approximately 
$35,000, lease 
apartment over store optional at $125 per month, 
3120 sq. ft. floor space, 1920 sq. ft. basement, 765 
sq. ft. shed, 6600 sq. ft. yard space. Reason for 
selling, poor health. Address: Box B-854, Care of 
Harpware Ace, 100 East 42nd Street, New York 
17,N. Y 


HARDWARE—EST. 1916, 
fully equipped, large complete 


1953 Sales $42,000, 
hardware inventory, 





Harpware AGE, | store 35 x 125, full basement, rear king 
A Sf : - R , ) 25, ft Ni A ar parking, open 
™ East 42nd Street, New York 17, N. Y. | 5¥2 days, close 6 P. M., employs 4, first time for 
sale, large N. E. Ohio city with property, priced 
right to sell. APPLE COMPANY, Brokers, 1836 
H | } d | Euclid Avenue, Cleveland, Ohio 
elp Wante i neni 
| 
NUTS, SCREWS, BOLTS, TERRIFIC DEAL. | HARGWARE SUSHNESS 
5% COMMISSION PLUS. substantial _ profit- 
sharing percentage Earnings can reach 10% FOR SALE 
Extremely competitively-priced line. Shipments Established 1826, Second oldest store in Wyoming 
from stock. Domestic or European material. Nuts Valley. Doing a good business, clean stock, reasonable 


Hex, Square wing. Slotted screws: machine, wood, 
cap, set. Socket: set, cap. Bolts: carriage, machine, | 
hanger, washers. R. H. Newmark Co., 76 
M., Jackson Heights, L. I., N. Y. DE 5-7355. | 


35-36 


rental, can be bought at right price. Minimum 
$35,000 cash needed. Must sell. Call, write or wire 
—Lewis & Bennett Hardware Co., 4-6 N. Main St., 
Wilkes-Barre, Pa. 











Will sell | 


Southern | 


on building $300 per month, 6-room | 








FOR SALE 


Hardware, paint, factory 
and mill supply business 


Located in one of Chicago's best industrial 
sections. A prosperous growing business for 
over 50 years. Business could be doubled with- 
out much effort. Located in store of well con- 
structed building. Will sell business with or 
without building. Wonderful opportunity for 
out of town jobbing concern to obtain instant 
projectable footing in Chicago territory. Owner 
wishes to retire on account of age and condi- 
tion of health. Initial cash down payment sec- 
ondary if proper guarantee for unpaid balance 
can be furnished. 


Address Box B-906, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 











BUFFALO, N. Y., Hardware jobbing business 
established as a branch needs ownership super 
vision, Many fine accounts established. Will con 
sider outright sale ($10,000) or investment 
minority stockholder, Excellent opportunity 1f you 
can sel] an exclusive line of hardware. Address 
Box B-898, Care of Harpware Ace, 100 East 
42nd Street, New York 17, N. Y 


as 


HARDWARI 
HEART OF business district, 
office. Wonderful town in oil and wheat belt 
Owner has many iron in the fire and wants to 
sell for inventory. Priced so low a good operator 
can pay out in one If you wont something 
with high potential, please check this. Free pu 
tures on request. Code 3214 CONTINENTAI 
804 Grand Kansas City, Missouri 


APPLIANCES KANSAS 


next door to post 


year 


Hardware 
Doing a 


FOR SALE: Old Established retail 
well located in good Central Ohio town 
nice volume business, clear, well balanced stock 
Building can be leased or purchased. Owner retir 
ing. Address: Box B-902, Care of Harpware Act 
100 East 42nd Street, New York 17, N. Y 


HARDWARE BUSINESS FOR SALE IN 
Central Pennsylvani: Established over 50 years, 
inventory around $38,000. Building for sale or 
rent. Address: Box B-876, Care of Harpwarr 
AGF, 100 East 42nd Street, New York 17, N. Y 





Keep In Touch With The “OPPORTUNITIES” In The Trade — 


Hardware manufacturers, manufacturers’ agents, jobbers, jobbers sales- 
men, retailers and retail salesmen all use the medium that covers and con- 
tacts the hardware trade most thoroughly—Hardware Age. They know that 


There Are Many Business Opportanities In The Classified Section 


of this widely read trade publication. Hardware Age has been the recog- 
nized leader for bringing buyer and seller, employer and employee to- 
gether for many years. Use it and see if results do not justify every claim. 


HARDWARE AGE, 


(Classified Opportunities Dept.) 


100 East 42nd St. New York 17, N.Y. 
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ROYAL ELECTRIC COMPANY, Inc. * PAWTUCKET * R° 1° 


ond CARTRIDGE FUSES 
CHRISTMAS LIGHTING 


Manufacturers of 
CORD SETS - 


WIRE - 
WIRING 


PLUG 
DEVICES - 











Sell GARDNER'S Clean-Out Augers 


For Greater Satisfactien 


Made in five lengths, eight to 
twenty-five feet . . . complete 
with adjustable tubular han- 
dies. Series 1940, spring wire 
. Series 1950, music wire. 
The ideal tool for cleaning 
clogged drains and closets. 
For greater customer satisfac- 
tion — hand ‘em GARDNER'S 
when they ask for a Clean- 
Out Auger! 


¥Gardner Wire Co."aucicom 





























Fast, smooth-operating tools. 
Enclosed spiral or open spiral types. Attractive 
green plastic handle. 





COM 
GREENLEE 


Write for free GREENLEE 
Hand Tool Catalog No. 35-H 


GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 











Builders’ Hardware *“22het dense 
Fits today’s home-planning picture! 


Designed to meet every requirement for 
year ‘round service and dependability 








— 


A hardware 


favorite ; 
f Consider the advantages of having over 300 individual 
rer hardware products from which to choose—and all are manu- 
50 yeors factured to one high standard of quality 
‘- Fine bosic materials, precision construction ond operation are 
* ® but o few of the “reasons why” National of Sterling is the 
Rs ™ * ever-growing choice of discriminating builders everywhere. 
witwn| 
® WIG | s 
* MANUFACTURING 
® ® STERLING 
* eo COMPANY ij.:iiNnois 
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A 


American Chain & Cable Co..... 


American Grease Stick Co. 
American Mfg. Co. 
American Shows, Inc. 


Ames Co., O. 


Animal Trap Co. of America.... 


| Archer-Daniels-Midland Co. 


Aristo-Mat Co. 


Arvin Industries, Inc. .. 


| 
Atlas Asbestos Co. 


Ballonoff Metal Prod. Co. 
ee 
Bennett-lreland, Inc 
Bethlehem Stee! Co. 


Blair Mfg. Co 


Bommer Spring Hinge Co., Inc. 


Bookhaven Press ... 


Cal-Dak Co., Inc., 


Carlisle Mfg. Co. 


Carlson & Sullivan, Inc. ......... 
coe VD 


Clerk Co., The J. R...... 





Clemson Bros., Inc. 
Cleveland Mills Co. 
| Coleman Co., Inc., 
| 
| 


Columbus Plastic Prod., Inc. ... 


Damar Prod., Inc. ... 
Dietz Co., R. E. ... 


Domes of Silence 


| E 


| Empire Brushes, Inc. . 


Capito! Mfg. & Supply Co. ... 
Carborundum Co., The ........... 


Cartruck Prods. Corp. ........ 
Champion DeArment Tool Co. ... 
Chicago Die Casting Mfg. Co..... 


. 26, 83 


. ‘Wg 
56 


127 
ut] 


102 
123 
. 125 


Ser 2 


87 
118 


we 





+. 121 


Gardner Wire Co. 


General Electric Co 
Mixers & Grills Div. 


General Slicing Mch. Co., Inc..... 
Geuder, Paeschke & Frey Co. .... 


Gilton Mfg. Corp 
Goulds Pumps, Inc 
Greenlee Tool Co. 
Gries Reproducer Corp 


Griffin Mfg. Co 


H 


-28-29 


134 
— 


Hager & Sons Hinge Mfg. Co., C. 125 


Hall Co., Joseph 
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Hamilton Mfg. Corp 
Harris & Co., Arthur 
Heller & Co., W. C 
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SAF GARD 


ELECTRIC FENCE CONTROLLERS 






The Only Controllers With 
3 YEAR REPLACEMENT 
GUARANTEE 
5 models —battery- 
operated, Hi-line oper- 
ated and combination 
—Fully approved by 
safety authorities and 
priced to give you quick 
turnover. For literature 
andattractive discounts 

write Dept. 7-HA. 


SAFGARD eat 


Melrose Park, Illinois 




















NEWEST SENSATION 


COMBINATION 
POWER TOOL 


e 


A ‘E For Information 
Write Dept. 50M5 
1214 S. 3rd St., 





_ SHOPMASTER, I 











A SELL-ON-SIGHT SENSATION! 
SUPERIOR’S All-Steel 
SWING-OUT CABINETS 


Ideal for do-it-yourself workshops, ma- 
chinists, mechanics, etc. Holds drills, 
calipers, screws, etc. Each drawer has 
identification slots. Cabinets weigh 7 


lbs. each; measure 13%” high x 6” 
wide x 3%” deep—a fast moving profit- 
maker! 

6 Drawer Cabinet ........... $5.25 list 
9 Drawer Cabinet (shown). . .$5.95 list 
12 Drawer Cabinet .......... $6.95 list 


LIBERAL DEALER DISCOUNTS 
Freight prepaid on 200 ibs. or more. 


SUPERIOR PRESSED STEEL CO. 


26 Lansdowne St., Cambridge 39, Mass 























HARDWARE DEALERS FROM 
COAST TO COAST 


depend upon the complete Wilcox- 
Crittenden line of heavy and shelf 
hardware. Drop forged shackles. 
wire rope sockets, connecting links, 
turnbuckles, thimbles, hooks, 
bolts and ring bolts are an integral 
part of every hardware dealer’s 
stock in trade. They’re all fully 
described in the W-C Hardware 


Catalog “NN’—sent free on request. 


WILCOX-CRITTENDEN 
"A CENTURY OF DEPENDABILITY” 
77 SOUTH MAIN ST., MIDDLETOWN, CONN. 


eye 
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Se ee 





First Time Since 1947) 


f 


Cenee, 


A COMPLETE LINE OF 


Brand New SLICERS 


BOOTHS 1017— 1019+ JULY 12-16 


AT THE ATLANTIC CITY 


HOUSEWARES SHOW Improved—Looks Better 








Workingmen like this heavy gauge aluminum 
F seamless lunch kit. Housewives like the ease with 
irst came rotary slicers for the home— , 
then Utila-Board. At the last House- which it can be kept spotlessly clean. it's an 
wares Show the sell-sational MERRY ller! 
G'RINDER ... NOW ... a complete —— 
line of BRAND NEW SLICERS (radical : . ; 
in design fain ta Re Sel soa om Available with or without Vacuum Bottle or Tray. 
fore). A natural for increased sales and 
profits! Don't miss it at the show. Onder prom Gyouwr Jobber 


Write for Details 


SLICING MACHINE CO., TNC. P 3 N N M ap L WA R 3 C 0 ° 


Dept. 468, * Walden, New York | Scott Street « Wilkes-Barre, Pa. 


mounted on multi-colored display unit with every assort- 
ment #1201. Write for prices and free catalog. 


This new Round Roman house number combines legibility 
and decorative appeal. Available in chrome, brass and 
Ne 2 ebony. Absolutely rust proof. FREE! 12 extra numerals 


— HOUSE NUMBERS 


=f) JOSEPH HALL CO. 


3420 MARKET STREET PHILA 4 PA 


(sold thru jobbers exclusively) 


AP AY 








FURNITURE GLIDES 


RUBBER CUSHIONED REGULAR PINTLE & SOCKET TYPE 


One set on a card. One set in a box. 
12 cards in a box. 12 a m3 
Sizes 142”, 1%”, carton. izes — . 
1-1 16” 4” 1%”, 1%”, 1%”, ala where casters 
54” : ‘ . —" "He". : / ae have been used. 
’ . x” j 

. 


For furniture 


DOMES OF SILENCE 
RUBBER CUSHION GLIDES 


Ask your jobber, if he is not supplied, write DS 292—1%4”, DS 293—11'2”. 


DOMES of SILENCE Division of ROBERT E. MILLER CO., INC., 35 Pearl St., New York 4, N. Y. 
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